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We're putting Life in your fall sales! 








What's the newest, fastest growing, most thoroughly read magazine on the 
newsstands today? Right—it’s LIFE! LIFE is the sensational new picture 
magazine that already sells a million and a half copies a week —and gets into 
at least five million readers’ hands. 





What's the year’s biggest hit? Right —it’s the Wm. Rogers & Son 51-piece 
“Chest of Plenty” set, retailing at $29.95 .. . a sure-fire seller . . . and it’s 
featured iin this advertising ! 


“LET LIFE AND WM. ROGERS & SON BE YOUR PASS-KEY 
T@ (QUICK, HEALTHY PROFITS THIS FALL! 





Wm. Rogers & Son 


Reinforced Plate 


INTERNATIONAL SILVER COMPANY, MERIDAN, CONNECTICUT 














WOW TO GET THE MOST SILVER QUT OF A TUM 
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So that’s just where Wm. Rogers & Son is planting 
a smashing new advertising campaign—in LIFE 
. .. two full pages in one issue as the opening gun, 
followed up with a series of impelling full pages! 


ae 


We're plussing this “Chest of Plenty” advertising 
with a real traffic-getter—a special-offer set of 
three best-selling Wm. Rogers & Son pieces 
(not in the “‘Chest of Plenty”) —the gravy ladle, 
butter knite, sugar spoon—regular $2.50, now 


being featured at $1.95. 








What’s more — with each order for three 51-piet? 
“Chest of Plenty” sets, we give you FREE 
handsome Transparency Chest (empty) — solid 
wood with heavy, transparent, hinged display 
cover —in which to display these sets — plus# 
grand assortment of ‘‘punchy” window 
counter displays ! 














NEW 1937 FALL 
Holiday Merchandise 


| Below are illustrated a few of the many new rings now in our stock and in 
= the sample lines of our salesmen. Hundreds of other attractive profit making 
jewelry items may be found iri our 1937 catalogue. 
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K4—10 K_ yellow K35 — 10K yellow K36 — 10K yellow 
.5**<s = gold, beautifully cut, gold with faceted 
2 fine diamonds.— synthetic rose zircon. synthetic amethyst.— 
List $26.00. —List $9.50. List $11.50. 












































K101 — 10K yellow K66 — 10K yellow . K100 — 10K yellow 
gold, good weight, gold, good weight, gold, good weight, 
Hematite intag- Tigereye cameo.— Tigereye cameo.— 
lio.—List $18.90. List $22.50. List $18.90. 

: 

! ' : , 

a Order a selection of these rings right now 

dle, 

ow @ Every omen indicates the business barometer will mount high this Fall and 
it will profit you to be prepared with the latest profit making jewelry mer- 
chandise from the stock of Benj. Allen & Co. Our stock’ is the largest in 
years. For months our buyers have been in the market selecting the best 
values in every line for a jewelry store. 

Serving Retail Jewelers only for nearly 70 Years 
Benj. Allen & Co., | 
enj. en o., Inc. 

ece 

i The Silversmiths Building 

. 10 So. Wabash Ave. Chieago, Ill. 

and 
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WHATEVER APPEARS 
IN 
THE JEWELERS 
CIRCULAR-KEYSTONE 
AUTOMATICALLY BECOMES 
A MATTER OF RECORD 
IN THE JEWELRY 
AND 
ALLIED INDUSTRIES , 
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SONJA 
HENIE 
Twentieth Century-Fox 
player. 





SAPPHIRES 
for SEPTEMBER 


Sapphire is from the Greek ‘“‘Sappheiros”. At one time the word applied 
to all stones of a beautiful blue. It is a gem which has always been 
associated with sacred things. The sapphire is worn as a talisman of 
moral purity. In past ages the sapphire was worn as a cure for diseases 
of the blood and heart disorders. 


The star sapphire was held in reverence by Orientals. It is their 
“Stone of Destiny” or Guiding Star—the three cross bars representing 
Faith, Hope and Destiny The stone is also held as a special talisman 
for the traveler. 


This illustration of Sonja Henie shows her wearing a 120 carat 
Star sapphire. Miss Henie, now a moving picture star, is famed as a 
fancy skater. 
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The welfare of the jewelry industry 
demands an intelligent consumer 
credit policy to head off another credit 
ice jam. Competition in credit terms 
undermines the merchant’s economic 
position and in the end can only tend 
to consume the consumer. Let’s have 
fair competition in merchandise and 
in service— but no competition in 
credit terms. 





—_— the searchlight 
of critical examination upon major trends and practices 
in the credit side of the jewelry industry, THE JEWEL- 
ERS’ CIRCULAR-KEYSTONE dispatched two sets of ques- 
tionnaires to a great cross-section of the nation’s retail 
jewelry stores. One set applied to jewelers ostensibly 
doing an entirely cash business, and a digest of their 
opinions was printed in last month’s issue, starting on 
pages 46 and 47. Seventy-nine per cent of these “cash” 
jewelers said “Yes” to this question: “Would you be 
interested in the opportunity to have the sale of your 
better grades of merchandise financed on a national di- 
vided payment plan?” 

In Part II, which follows, jewelers who are now en- 
gaged in credit, budget or divided payment plans, discuss 
the present-day functioning of credit in their trade. 
These jewelers answered a separate questionnaire which 
is shown in miniature on the next page. 

In the installment field, liberalization of credit is 
achieved by: 

(1) Offering to accept lower down payments or none 
at all; 

(2) Reducing the carrying charge or wiping it out 
altogether ; or 

(3) Lengthening the time to pay. 

So declared R. E. Baylis of Toronto, at the recent 
National Retail Credit Association convention at Spo- 
kane. Dr. Baylis proceeded to outline the disadvantages 
or “evils” of liberalized credit as follows: 

(1) Each store meets the other’s terms and nothing is 
gained by any one store; 

(2) All stores lose by increasing their investment in 
installment accounts when much of the extra business 
could have been obtained for cash or by charge accounts; 

(3) Everyone would benefit by an effort to discourage 
buying of small goods on installment credit, thus enabling 
stores to reduce prices, on the premise that the carrying 
charge obtained rarely covers the cost. 

N.R.C.A. resolutions not only condemned the tendency 
to liberalize credit terms and the advertising of such 
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A view of the interioro 


terms, but recommended as a community policy a carry- 
ing charge of one-half of one per cent per month on all 
charge accounts not paid within 60 days from the first of 
the month following purchase, and a reasonable carrying 
charge on all types of installment sales. 


* * * 


Three types of credit are offered by as many types of 
retail jewelers: Open charge, usually granted to cus- 
tomers they believe dependable by so-called “cash” jewel- 
ers; installment credit, by so-called credit jewelers; and 
“divided payment” credit, the buy-out-of-income plan in 
which S. Kind & Sons, Inc., of Philadelphia, pioneered 
about two years ago and which a large number of former 
“cash” store are now using. 

Installment-credit and divided-payment jewelers pat- 
ticipated in a survey which this journal conducted recently 
and their replies to ten questions about credit policies are 
presented herewith. 

In the light of the foregoing, it will be seen jewelry 
store credit has been liberalized to a point where one 
might say with Dr. N. H Engle of the Department of 
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the Loftis store in Chicago 








Commerce that “it would be the part of wisdom now, 
while there is time, to head off unsound practices.” 

The typical jeweler who is doing a credit business of 
some kind or other extends credit on purchases of $10 
and above with no specified down payment. He does not 
charge interest on the unpaid balance. His credit terms 
run six months. Ten per cent of his accounts are slow 
pay, and he charges off about one per cent as uncollectable. 
Self-financed, he has operated under his credit plan less 
than five years, and his sales volume this year is between 
50 and 100 per cent greater than before he began the 
credit plan. 


1.—At what amount do you start? i.e., do you extend 
credit on purchases of $5 and above, $10 and above, or 
what? 


36 per cent said “$10.” 
31 per cent said “No minimum amount.” 
28 per cent “$5.” 


Others said from “$1” to “$25.” 


2.—W hat is the least down payment you require? 
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28 per cent said “No specified minimum.” 
15 per cent said “$1.” 

15 per cent said “25 per cent.” 
13 per cent said “20 per cent.” 
13 per cent said “10 per cent.” 


Others said from 50 cents to 50 per cent. 
Comments 


—According to amount sold. (A Delaware jeweler.) 

—As much as possible; at least $5 on $25 purchase. 
(An Indiana jeweler.) 

—A Credit Bureau favorable report is always a safe 
risk. We then accept a down payment that customer is 
willing to make, and divide the balance as he says he can 
pay. (A Massachusetts jeweler.) 

—$1.00 on amounts less than $10; 10 per cent above. 
(A Pennsylvania jeweler.) 

—We induce the customer to pay down the very most 
he possibly can; no fixed amount down, no fixed time for 
all customers. We arrange time to fit financial condition 
of customer, none to run more than ten months. (A 
Washington jeweler.) 

—We sell only to persons able to pay a substantial 
down payment and who have a good credit rating. (A 
Wisconsin jeweler. ) 

3.—W hat rate of interest is charged on the unpaid 
balance? 

(Please turn to page 102) 
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days when satin shirts and velvet breeches >eMh 
accepted costume for a man, jewelry has begg@® an in. 
dispensable part of men’s accessories. 

Our reports from Europe tell us that’ the tiepin is now 
universally worn. This is often a pearl pin, and occa 
sionally black pearls are seen. In London a few gontle. 
men are —— old black silk watch fobs w gold 
or jeweled chaffs. Sleeve buttons are considerably 
larger and some smart new ones are made of gold with 
insets of jeweled designs. 

O’Rosson, the famous tailor, is showing tail-coats of 
dark blue, dark green and plum. ‘To wear with these 
are finely pleated shirts with a tiny half inch frill hem. 
stitched down the front. “Two of these shirts fastened 
with a single black pearl. This trend of the single stud 
for evening seems to be growing in importance. 

In this country we find men of all ages much more 
jewelry conscious than they have been for years. Rings 


Jewelry courtesy of Marcus & Co. 


NIGHT... 


The gentleman in evening dress might 
have worn a gardenia or a carnation in- 
stead of the aster, but he is adequately 
equipped with the essential jewelry ac- 
cessories. Shown in the panel at the 
right are: Dress set, cabochon sapphires 
set in moonstone circlets; thin platinum 
watch with diamond numerals, platinum 
and pearl watch chain, key chain, star 
sapphire ring made of platinum with 
baguette diamonds, cigar cutter and 
pencil, bill clip, cigarette lighter, and 
cigarette case. 





a 
monogram or cresé>"Wrist watches, though still popular 
are being supplanted to some extent by the pocket watch 
worn on a he gold chain. And for evening apparel 
“there. are beautifully designed watches of crystal, dia- 
monds and platinum, worn on a thin platinum chain. 

A ¥xeat boon to the woman in search of just the right 
gift foy her man, are attractive and useful novelty ac- 
-cessories. Gold monogrammed tie clips and cuff links, 
” pake a grand gift with a personal touch. Gold keys, 
money clips and knives are all smartly designed and use- 
ful. Evening studs and cuff links offer a wide range in 
price and design, from which to choose. With more and 
more shirts being made with a French cuff, a man can 
use not one, but several pairs of cuff links. The major- 
ity of men, when they have once owned a fine piece of 
jewelry, take great pride in it and want and appreciate 
other good jewelry accessories. 


... AND DAY 


The picture above is not a cigarette ad. 
It shows some of the musts for a well- 
dressed young man, this year when the 
accent is on men's jewelry. The close-up 
at the left pictures: Yellow gold wrist 
watch with yellow gold attachment and 
the following other accessories also in 
yellow gold—pen knife, collar pin, car- 
nelian ring, cuff links for the popular new 
French cuffs, tie clasp and stick pin, both 
of crystal with sports motif, belt buckle, 
and cigarette lighter and case. 
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Price Act Signed 


RESIDENT ROOSEVELT 

signed the federal Fair Trade 
(Tydings-Miller) bill on Aug. 18 
after scolding Congress for what he 
termed its “vicious” action in tack- 
ing a price bolstering rider on an es- 
sential tax bill. The bill was signed 
as a “rider” to the District of Colum- 
bia Tax bill. 

The measure which has already been 
accepted by the legislatures of 42 states 
permits manufacturers to contract for 
minimum retail prices on their goods. 
Up to the time that the bill became 
law dealer protection against price- 
cutting was an expensive and uncer- 
tain undertaking. With enactment, 
however, dealer protection should be- 
come inexpensive and free from dan- 
ger. 

Executive approval of the Miller- 
Tydings rider removes the last bar- 
rier to almost country-wide applica- 
tion of the State fair trade laws and 
it is believed that many manufactur- 
ers who have delayed action on price 
maintenance contracts will now issue 
them. 

In our opinion the new law pro- 
vides the best approach to the solution 
of the price cutting evil that has been 
presented. The new law has many 
advantages over the state laws and 
received the full support of non-price 
cutting merchants. 


® © 


Wage and Hour Bill 


ONGRESS has adjourned with- 
out passing the revised Black- 
Connery wage and hour bill regarded 
by many as far too complex for 
smooth administration despite its re- 
vision. Retail establishments are still 
in the dark as to just how it will af- 
fect them if and when it becomes law. 
The proposed law seeks to regulate 
hours and wages. 
We are glad to note that the retail 
jewelry trade has been quick to voice 


its opposition to the proposed legisla- 
tion and point out the need fo: com- 
plete exemption. The A.N.R.J.A. on 
July 28 sent out to its members notice 
that the association had gone on rec- 
ord at Washington, D. C., as being 
opposed to the bill so far as it affects 
the retail jeweler. Members of the 
association were urged to get in touch 
with their congressmen and senators 
and express their opposition to the 
bill. It is felt by President William 
D. McNeil of the A.N.R.J.A. that 
such a bill, if enacted into law, would 
dam up the flow of retail business and 
tend to reduce the number of people 
in the jewelry industry. 

J. Frank Newman, executive sec- 
retary of the National Association of 
Credit Jewelers, pointed out before 
the Congressional Committee that the 
jewelry business is a specialized and 
seasonal one; that great volume of the 
business is transacted between May 1 
and July 1 and November 1 and De- 
cember 24 and that retail jewelry 
establishments must be kept open for 
longer hours from November | to 
December 24 particularly. It is there- 
fore necessary, he declared, to oppose 
any legislation that does not take 
these facts into consideration. 

“It would be disastrous to our in- 
dustry,” said Mr. Newman, “if a 
law should be enacted which might, 
by construction and application, affect 
our industry in such a manner as to 
force us to pay a fixed minimum wage 
the year around or to establish a maxi- 
mum work week of, say, forty hours.” 

It is our opinion that the act should 
by clear and explicit language exempt 
retail jewelers from its application. 
There are no prevailing conditions in 
the retail jewelry business which war- 
rant or justify either legislative or 
executive interference with our labor 
conditions. 

Retail jewelers in all sections 
should be ready at the opening of the 
next session of Congress to protest 
vigorously if this bill is reintroduced 
without a clear provision exempting 
them from its provisions. 
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A.N.R.J.A. Convention 


) finw convention of the American 
National Retail Jewelers’ Asso. 
ciation held at the Waldorf-Astoria 
Hotel in New York, Aug. 23-27, 
marks the thirty-second gathering of 
this organization. It also marks the 
progress which the association is en- 
joying under the able leadership of 
President William D. MeNcil. This 
year’s gathering was without a doubt 
one of the best that has been held. It 
reflected a stronger membership, 
greater interest in the work of the as- 
sociation and a better spirit of co- 
operation on the part of other 
branches of the industry. 

The attendance of members of the 
A.N.R.J.A. from every section of the 
country surprised even the officers of 
the association who had predicted a 
big gathering. They were afforded, 
every opportunity to profit by the 
meetings and that they accepted the 
facilities offered was clearly indicated 
by the enthusiasm with which they 
took part in the convention proceed- 
ings. 

That the jewelry trade is on the 
high road to an excellent fall and 
holiday trade seemed to be the con-. 
sensus of opinion and this opinion 
was backed up by the large amount of 
buying that was done during the con- 
vention period by the visiting retail- 
ers. The excellent display of mer- 
chandise was an unusual temptation 
to retail merchants who were af- 
forded a splendid chance to buy holi- 


‘day stocks. 


The convention program gave op- 
portunity to hear excellent speakers 
on a diversity of topics all helpful to 
retail jewelers. Reports submitted 
were interesting and reflected a better 
business feeling. Many retail jewel- 
ers traveled long distances to be pres- 
ent. All who attended felt well 
repaid for their efforts and the ex- 
pense incurred. 
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General Business Improvement Forecasts 


WITH the newspapers of every city throughout the country announcing improved business condi- 
tions and large salary increases to workers the time is most favorable for retail jewelers to 
prepare for a brisk fall and holiday trade. Now is the time to make ready for this inflow of better 
trading conditions. Too long a delay in making purchases for consumer consumption will result in 
loss of business that might otherwise be a part of the retail jeweler’s share of increased profits. 

It is none too early to roll up your sleeves and go to work on a selling campaign. How about 
your advertising program? Have you arranged attractive and carefully thought out copy for your 
loc:! newspapers? What about your window displays? Have you some new idea in mind which will 
make passers-by stop, look and purchase? 

The months of September, October, November and December are always looked upon as better 
than average selling periods and this year with conditions more promising than at any time since 
the depression the jewelers of the country should reap a rich fall and holiday trade. 

Do not lose sight of the fact that more and more people are doing their Christmas shopping 
early and that in order to be ready for this business stocks must be in order. The opening of schools 
and colleges, the fall wedding season and Thanksgiving Day all offer selling opportunities. 

Dollars are starting to roll into the cash registers of alert retail merchants and the jewelers of 
the country who prepare for increased trade are the ones who will profit. 

Plan to get your full share of the extra dollars which will be spent this coming season. People 
are more prosperous and are in a buying mood. They will want worthwhile gifts. Prepare to meet 


this demand. 
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Pians for the eleventh annual 
convention and exhibition of the National Association of 
Credit Jewelers are virtually complete. From the open- 
ing day, Sunday, September 19, to the closing day, 
Wednesday, September 22, the time will be filled with 
interesting, educational, and inspiring events. 

The convention officially opens on Sunday morning. 
Sunday was chosen for the opening in order that the 
many hundreds of jewelers in the vicinity of Chicago who 
are unable to leave their businesses on weekdays, may have 
an opportunity to see the exhibition. 

The exhibition this year shatters all previous records. 
There will be 200 display booths and approximately 30 
additional display rooms, all of which will be occupied by 
nearly 200 manufacturers of every conceivable type of 
jewelry merchandise. 

Under the direction of President William Gibson and 
Executive Secretary J. Frank Newman, the entire mez- 
zanine floor of Hotel Sherman, where the exhibition will 
be held will be elaborately decorated and lighted, and no 
effort will be spared to make the entire exhibition one of 
the most beautiful jewelry shows in the world. All booths 
and decorations will be in place before September 15, 
thus allowing exhibitors four full days to set up their 
displays. As usual, the exhibition will be open until 9:00 
o'clock on Tuesday night. 

Advance registrations both from manufacturers and 
retailers are nearly 100 per cent greater than in 1936, 
and a record breaking attendance is anticipated. 

Those attending the convention will be granted an 
unusual opportunity to hear two prominent and interest- 
ing speakers. On Monday afternoon, September 20, at 
2:15 o'clock, John Raymond McCarl of Washington, 
D. C., will be the speaker. Mr. McCarl was the first 
comptroller general of the United States and served in 
that capacity for a period of 15 years. His position 
enabled him to pass upon all purchases and contracts made 
by the United States Government and during that 15-year 
period and he so conducted his office to earn widespread 
commendation. He was an untiring public servant. Mr. 
McCarl’s address will be the highlight of the convention. 





On ‘Tuesday, September 21, another interesting speaker 
will be heard. J. Edgar Hoover, director of the Federal 
Bureau of Investigation of the United States Department 
of Justice, has delegated his chief administrative assistant, 
L. B. Nichols, to address the convention. Mr. Nichols’ 
address on the activities of the Bureau should be of tre- 
mendous interest to everyone. 

In addition to the above speakers it was expected that 
Hon. Hugo Black, of Alabama, would also be present to 
address the convention on the Black-Connery Wage and 
Hour Bill, which was not acted upon when Congress 
adjourned. 

With Mr. Black elevated to the Supreme Court, this 
subject will be discussed by the association’s Washington 
counsel, A. K. Shipe. Mr. Shipe will be remembered by 
those who attended last year’s convention for his clear cut 
exposition of the Robinson-Patman Act and there is no 
doubt that his discourse on the Wage and Hour Bill will 
be equally enlightening. ‘This bill with its many ramifi- 
cations and its many possible ways of affecting both 
manufacturers and retailers, should provide a topic of 
absorbing interest. The exhibition will be closed from 
2:30 to 4:00 o’clock on Tuesday and Wednesday after- 
noons to enable everyone to hear these interesting speakers, 

On Wednesday, September 22, the annual business 
meeting of the association will be held and the conven- 
tion will close with the annual banquet the night of 
Wednesday, September 22. It can be confidently stated 
that this eleventh annual banquet will outdo all previous 
banquets in every way. No expense will be spared to 
procure fine food, extraordinary entertainment, and the 
souvenirs for the ladies and gentlemen will be most 
unusual and useful. 

The list of exhibitors follows: 


A 
Arsea Sales Co. 
Art Ivory Div. of Cel. Corp. 
Art Metal Works 
Allison-Kaufman Co. Charles Ascherman & Co. 
American Jewelers Bureau, Astorloid Mfg. Co. 

Inc. Atlas Novelty Co. 
Aristocrat Clock Co. Automatic Radio Mfg. Co., 
Arnstein Bros. & Co. Inc. 


Accro Bond Watch Co. 
L. Adels Co. 
Adler-Jones Co. 


Skyline of Chicago from the water front 
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Hotel Sherman, the convention headquarters 


B 

Joseph Berland 

Bock-Lewis Co. 

Bass-Luckoff Co. Bristol Seamless Ring Co. 

L, Batlin & Son, Inc. Bruner-Ritter, Inc. 

The Belber Trunk & Bag Co. Buffalo Jewelry Case Co., Inc. 

Benrus Watch Co. Bulova Watch Co. 
Buss-Linthicum-Thorson, Inc. 


The Ball Co. 
Bardach & Gran 


Ed Cain & Co. Continental Silver Co., Inc. 
Climax Radio & Television Co. Crown Pearl & Gem, Inc. 
A. Cohen & Sons Corp. 


Davidson & Sons Jewelry Co. E. I. DuPont DeNemours & Co. 
Dennison Mfg. Co. 

E 

Elgin Nat’l Watch Co. 
England, Klein & Levy 


Eichberg & Co. 
Electric City Box Co. 
Elgin American Co. 


Farber Brothers 
S. W. Farber, Inc. 
Fink & Doner, Inc. 


Frankart, Inc. 
The French Saxon China Co. 
Friedman Silver Co., Inc. 


G 

B. & E. J. Gross Co., Ine. 
Gerwe-Frohman Co. J. H. Gross & Co. 
Goodman & Co. Paul R. Gruen, Inc. 
Gothic Jar-Proof Watch Corp. Gruen Watch Co. 


General Electric Co. 
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Hamilton Watch Co. 
Harman Watch Co. 


The Harris Co. 


Helbros Watch Corp. 


Idealite, Inc. 


L. & M. Kahn & Co, 
Keystone Silver Co. 


Kinsley-Kovsky Jewelry Mfg. 


Co. 


Walter Lampl 

Landers, Frary & Clark 

Lehman Bros. Silverware 
Corp. 


McGraw Electric Co. 

Manheimer Watch Co. 

Majestic Radio & Television 
Corp. 

Marathon Co. 

M. A. Mead & Co. 


National Silver Co. 
New Haven Clock Co. 


I. Ollendorff Co., Inc. 


Progress Corp. 








William Gibson, president of the National 
Association of Credit Jewelers. 


H 

A. Hirsch Co. 

Hoffman-Goodman Mfg Co., 
Inc. 

J. Horowitz & Son 


I 


International Silver Co. 


K 

Knapp Monarch Co. 

Knight Leather Products, Inc. 
Edwin M. Knowles China Co. 
Jacques Kreisler Sales Corp. 


L 

Limoges China Co. 
Louis Watch Co., Inc. 
L. Luria & Son 


M 

The Meeker Co., Inc. 

The Merit Co. 

Metro Associated Services, Inc. 
Miracle Products, Inc. 
Monarch Watch Co. 


N 
Nippon Dry Goods Co. 


Oo 
Oneida, Ltd. 


P 
Parker Watch Co. 


Paramount Wedding Ring Co. Pro-phy-lac-tic Brush Co. 


The Parker Pen Co. 


M. A. Reich 
Remington Rand, Inc. 
Julius G. Robins & Co., Inc. 


R 

Simeon L. & George Rogers 
William A. Rogers, Ltd. 
Hamilton Ross Factories, Inc. 


(Please turn to page 118) 

















YOUR 


Box Office to 


Your Store 








@ Window displays that shoul 
der sales responsibility and help 
to call public attention to spe 
cial events. These windows are 
designed to give a three second 
picture to passers-by 


- month we outlined 
briefly the rudiments of jewelry display . . . simple set-ups 
which enhance the value of those things found in a 
jewelry store. This time let us think more about the 
dramatizing of a display. Things usually happen quickly 

decisions are often made “in a flash” (which is 
usually a lot more exciting and satisfying than long 
drawn-out debate and indecision). Hence our job of 
display should encourage quick decisions. 

How much easier for you, if a customer comes in and 
says, “I’d like to see such and such an article, like the 
one you have in the window’’—than to have them minute- 
ly examine every article you have in stock. debating in 


WINDOW 


82 


By 
KENNETH 
N. 
WHATMORE 


The second of a series of articles by 
the general advertising manager of 
the International Silver Co. 


their own minds whether this, or that would be best. In 
some stores, clerks are given so many minutes in which 


to greet a prospect and to close the sale. If a sale is 
not made, a black mark is chalked up against the clerk. 
This is hardly fair, inasmuch as no two customers are 
alike .. . nor is the stage always properly set to encourage 
quick sales. 

Actually your window should shoulder a good share 
of this sales responsibility. Just because the article your 
prospect asked about happened to be somewhere in the 
window does not say that the display helped your sales 
clerk. The article properly displayed, however, should 
have made the decision for your customer at least to the 
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extent of removing doubt. ‘Thus, no matter what the 
article may be, if it is worth displaying at all, it is worth 
displaying properly. 

When people go shopping, they go “seeing.” The 
shopper of today is purchasing on impressions. We can 
only sell in two ways—to eyes and to ears. When we 
sell to the eye, we sell to a fast-moving target, for whether 
reading a magazine or newspaper—or glancing at your 
window, the eye is constantly on the move. 

An article written by J. M. Ketch in the April, 1935, 
issue of “Magazine of Light” states that it takes the 
average person but three seconds to pass a display window. 
He tells us, too, that 20 per cent of the people actually 
stop to look into your window. That sounds rather high 
to me... One person in every five stopping, yet let us 








@ This attractive display commands attention. 


take that as a basis. To garble the well known slogan— 
“Four out of Five have it,” we find that “Four out of 
Five haven’t it” when it comes to display. So, to further 
refer to Mr. Ketch, what can we do to encourage these 
four in every five—80 per cent of the passersby, to stop ek wi vansbecewe 
and look. If it takes only three seconds to pass your win- 
dow, you must do a three-second job to sell the idea of . 
stopping! It can be done . . . by the proper use of light- a 
ing—by the proper use of color and, I believe, by the — = “of —— 
dramatizing of your display. © kv 

Some time ago I read of a Kansas City druggist who ae FIG. B 10, ¢ 
installed a display which created more commotion and = 

(Please turn to page 122) 
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Joan Bennett in this scene from “Walt Wanger's 
Vegues of 1938” has a carved sapphire and dia- 
mond necklace which breaks up into four brace- 
lets. There is a carved sapphire and diamond 
clip, and a 33 carat faceted sapphire ring. The 
bracelet is an emerald cut diamond piece. Total 
value of these gems is placed at the sum of 





JEWELS 


FOR THE 


STARS 


OF 


HOLLYWOOD 


By 


HARRY R. TERHUNE 
Field Editor 


Real jewels are now in 


the important motion picture productions. (Gems whose © 


total value will run into a half million dollars are used in © 
one fashion picture soon to be released. Stars loaded” 
down with $50,000 to $150,000 in fine jewelry. That's © 
the story in Hollywood today. 

Stars are demanding the finest jewelry obtainable, 
giving as their reason that they are being costumed by the © 


world’s greatest designers, so it is only in keeping that | 


they display the best in jewelry. 

Directors, designers and producers are in accord but 
with different reasons. They know that the best: results = 
can be had from their high priced stars when they are 


properly costumed. Then again from another angle, with 


the coming of so many technicolor pictures, together with” 
the great advancement in motion picture photography in 
general, genuine pieces and paste repoductions show up 
their exact worth. Directors therefore feel that as the” 


most casual observer can detect the difference between / 


the real and the imitation that only the real should be 
used. 

As for the studios’ publicity departments, they are heart 
and soul for the using of the genuine pieces. How they 
revel in preparing full descriptions of the jewelry worn in” 
their pictures. 

So with all parties agreed as to the use of the “real” 
stuff” in jewelry, we may be assured of a continuance of 
its use in the future. 

Trust the studio publicity department to keep the press 
supplied with stories as to how this star wore $75,000 in- 
jewels in just one scene or how a certain director used 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 


Be oRicer 


| 


| 








jewels to the value of a half million dollars in a certain 
production. This constant flow of fine jewelry stories 
means a considerable amount of worthwhile indirect ad- 
vertising to the entire industry interested in the better 
merchandise. 

Right now there is a wonderful opportunity for the 
better jewelers all over the country to cash in on the 
movies using so many fine pieces. 

Showmanship and a desirable product have gone hand 
in hand to give such results. There is no industry so 
conscious of the value of showmanship as is that of motion 
pictures. The gross returns of a film must mount into 
the millions to be profitable and the greatest proportions 
of the returns must be realized within a year after it has 
been placed on the market. 

You need not be afraid of donating window and dis- 
play space to a theater. It will not hurt your so-called 
prestige. You'll be repaid. 

By tying in with a successful picture, you have what 
is termed in the theatrical world as a “pre-sold” audience 
... an audience which has been interested by radio and 
printed page . . . by personalities whom they have come 
to follow as fans .. . by plots they read .. . by any num- 
ber of inducements. 

You need not fill your windows with placards adver- 
tising the coming of a picture. On the contrary, the 
theater with which you co-operate would not welcome 


such full-hearted help. 

















Garbo is wearing 
authentic Napo- 
leon jewels from 
the collection of 
Trabert & Hoef- 
fer, Inc., in her 
role of Madame 
| Walewska, the 
- Polish countess 
s with whom Na- 
EF poleon was in 
E love. There is not 
a diamond in any 
of the ten pieces 
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The clip that Helen Vincent is wearing is a 40 
carat blue topaz, set with diamonds. She 
has an emerald cut diamond bracelet and an 
emerald cut diamond ring that she wears in 
“Vogues of 1938.” All jeweiry in this pic- 
ture is furnished by Trabert & Hoeffer, Inc 
of Los Angeles. 


Take the title of the picture as the theme song of your 
features for the week. Use the title of the picture to make 
your display of jewelry complete. Some titles such as 
“Topper”; “Easy Living”; “Vogues of 1938”; “Love In 
a Bungalo” and the like are naturals. 

For the purpose of illustration take “Vogues of 1938.” 
This is the first of its kind ever produced in that it is a 
full fashion show in technicolor. Trabert & Hoeffer, Inc., 
Los Angeles retail jewelers had over a quarter million 
dollars in gems tied up in one set. In the entire produc- 
tion they loaned the studio over a half million dollars in 
gems. There is plenty of play on that one picture alone. 

The emeralds Marlene Dietrich wears in “Angel” are 
from her own personal collection and are insured for $75,- 
000. Six diamond bracelets and clips valued at $50,000 
are worn by Katharine Hepburn in “Stage Door.” ‘These 
jewels are from Trabert & Hoeffer. The diamonds play 
an important part in the story plot and are worn by Gail 
Patrick and Katharine Hepburn in various scenes. Because 
of importance of the gems and the fact that their beauty 
must be registered, as well as their value, director Gregory 
La Cava felt that only the genuine article would fill their 
requirements. 

In the Paramount picture “Easy Living,” Jean Arthur 
wears gems insured at $150,000 which were furnished her 
by M. Reingold, Hollywood retail jeweler. 
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Howard |. Michaels 


le has repeatedly been 
stated that the success of any payment jewelry store— 
and for that matter any payment business—rests on 
precisely the same foundations as any other good busi- 
ness. The first essential is good merchandise at a recog- 
nized price. We ourselves feature only nationally adver- 
tised brands of recognized quality and known price. The 
second essential is a determination to accord credit terms 
only within the capacity of the buyer to pay without 
undue strain. Unless this is done bad risks will require 
either higher prices to all customers, to absorb these losses, 
or a cheapening of the merchandise for the same purpose. 
The third essential is a legitimate, and only a legitimate, 
profit. Too much cannot be said in favor of strict ad- 
herence to these principles. 

As a matter of actual fact, the payment business when 
operated on these principles bears a close resemblance 
to what has long been recognized as sound lending prac- 
tice in banks, particularly in those banks where character 
loans are made. It is customary, first, for a bank to 
determine with some accuracy the capacity and the will- 
ingness of the borrower to repay. Once that is deter- 
mined the bank delivers to him the only merchandise 
which it has for sale; namely, credit. The borrower is 
expected to repay the loan on the prescribed dates, and 
unless both the bank and the borrower are completely 
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HOWARD I. MICHAELS 





satisfied with the transaction it cannot be called truly 
successful. The intelligent bank creates customers for 
its service; it does not confine itself to the mere making 
of one sale of credit. We deliver to the customer, once 
his standing is approved, actual merchandise in an amount 
which agrees with his capacity and willingness to repay. 
Further, just as the bank does not want its credit returned 
except as agreed in the contract neither does the sound 
merchant wish his goods returned. He prefers always 
to make a permanent customer by providing that customer 
only with as much as he can afford to pay for and of a 
quality which will entirely satisfy him. In connection 
with the latter I might say that the Michaels stores 
would rather lose sales than to permit returns of met 
chandise except in extraordinary circumstances, for in that 
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way we avoid giving to any customer merchandise which 
may have deteriorated in value through use. 

In the operation of a payment business like ours, the 
way in which the principles mentioned are administered 
is highly important. Reverting again to the analogy of 
banking, we are convinced that first impressions have a 
lasting value. It is our observation that a large majority 
of our customers have savings accounts in banks. In most 
of those banks they have not only the feeling of security 
given by the appearance of the institutions, but also con- 
fidence by the use on the part of the banks of machine 
bookkeeping whereby the depositor receives a convenient 
passbook with a legible and tamper-proof record of every 
transaction. ‘There is, we repeat, a feeling of confidence 
engendered by that very fact. We are certain that we 
gain prestige by using in our stores the same familiar sys- 
tem, with its connotation of business-like operation. 

That brings me to a discussion of the mechanics by 
which we endeavor to carry out the policies which domi- 
nate our business. When we start a store, we start with 
a National posting machine and build our store around 
that. Without these machines we do not feel that we 
could give the customers the quick, accurate service which 
goes with good merchandise and with sound credit judg- 
ment. In the old days any cash payment, original or 
subsequent, was supposed to be entered by hand in what 
was known as the cash page and then on the customer’s 
card. Sometime later, provided it had actually been 
entered on the cash page, the transaction was posted to 

‘the ledgers. This gave three chances of error: first, on 
the cash page where there was a risk of having the entry 
omitted entirely or having it made incorrectly; second, 
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on the customer’s card, which might or might not agree 
with the office records, and finally, on the ledgers them- 
selves. The customer’s book was apt to look unbusiness- 
like to say the least. It might be illegible and therefore 
subject to mis-reading by the customer. It might disagree 
with the ledger card, an all too frequent source of irrita- 
tion between the store and the customer. And what an 
unfortunate situation if in the rush of business a payment 
had been overlooked and had not been entered on the cash 
page and hence failed to appear on the ledger card. These 
potential sources of irritability to the customer certainly 
were out of line with modern business practices. 

We operated on this old-fashioned system for many 
years. But one of our executives happened a few years 
ago to see a posting machine in operation in the Middle 
West and determined that it was essential to have some 
such device if our stores were to be operated with the 
greatest efficiency and customer satisfaction. At first 
almost everybody in our several organizations shied at 
what appeared to be a complicated machine operation. 
New forms had to be devised to meet our particular needs, 
Various other complications arose. However, we quickly 
conquered all of that and today our clerks and cashiers, 
as well as the proprietors of our stores, would not dream 
of endeavoring to operate without machines. Our stock 
of forms, customer’s books, and so on, are kept in adequate 
supply and are purchased through a central purchasing 
point. The entire daily operations of all of our stores 
today are not only discernible at a glance, but they are 
entirely uniform. We know at the end of every day 
(and at any time during the day, when we wish) exactly 

(Please turn to page 111) 
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B. J.D. 


NE can scarcely glance over the illustrations or the cartoon on page 79 of this 
issue without feeling the urge to roll up his sleeves and go to work. 

From all parts of the country there comes most encouraging news and proven facts. 
Better wages, more people back to work, and above all, a vastly improved state of mind. 

There are those among us who will fail to recognize the fact that we have entered 
a brand new era of business technique. Buying habits, customers’ attitudes, and un- 
limited possibilities for the expansion of our own individual interests. 

The nation has for the past seven years been sick—very sick. Many of its people 

x y uf 
have passed on both mortally and financially. Many were only hurt and will recover. 
A precious few escaped the scourge. 

What is past is past. 

Those of us who have the vision to discard out-moded methods, traditional habits, 
and can see the possibilities of modernizing our activities, to the extent of better 
stores, more attractive merchandise, wide-awake sales people, consistent and intelli- 
gent advertising will, beyond the peradventure of a doubt, participate in a larger 
percentage of the consumer’s dollar than ever before in the history of our old and 
honorable craft. 

Vision coupled with head work can accomplish what oftentimes seems the impossible. 

After all, it is the attitude of mind and depth of interest that counts. 

For instance, a few days ago I had been enjoying an afternoon visit with Mark 
Sullivan in Washington. When I was leaving, the eminent gentleman walked to the 
curb with me where I hailed a taxi. As we were about to pull out, Mr. Sullivan had 
something else he wanted to say, and then in a moment or two I was on my way to 
the train. 

Incidentally I said to the cabby,—‘‘Do you know who that eminent gentleman is?” 
And he pulled the old bromide—‘‘Well his face is familiar.”” I told him—‘““That is 
the famous Mark Sullivan.” He hesitated a moment, then said—‘Oh yes, he is the 
guy that fought Cappanelli.” 

In order that I might relax and think a little, I said ‘““That’s the fellow.” 


To which he replied—‘‘Some guy, some fighter!” 


Vice-President. 
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“JEWELERS TOO, CAN CASH IN ON THIS 
NEW PROFIT PERIOD...” 


“ATOW jewelers can turn September dol- 
drums into a new profit period.’ That is 
what a Boston jeweler told us. Here’s how 
he planned to do it. 
“It’s my earnest belief that jewelers can 
capitalize on back-to-school promotion, just 
as clothing merchants, stationery stores 


and others are doing. 


“Right in September, students make about )9 of 


their entire year’s purchases of material accessor- 
ies. Every one is a potential jewelry customer. This 
Fall over 30 million will get ready to go back to 
school—that’s some market ! 

“Studen’s aren’t small buyers, either. Accord- 
ing to this survey*, a college student averages 
$133.07 annually for apparel. That’s twice what the 





average man spends. For fountain pens he spends 


four times as much as the average man. For wrist 


watches he yearly averages $34.76; for alarm clocks 
$2.42; for cigarette lighters $3.94... high school 
and elementary students spend proportionally less 
—but they’re good customers too, this time of year. 
“In my promotion I’m utilizing three old stand- 
bys—direct mail, window display and newspaper 
ads. First—a letter to parents suggesting they help 
their youngsters assume the new responsibilities of 
school by giving them a good watch; second—I’'m 
featuring fountain pens, costume jewelry and good 
watches in a window display built around school 
pictures; third—I am running a special set of ads 
featuring back-to-school accessories. 
“I’m sure back-to-school promotion will build a 
new profit period. It’s a natural occasion for jewelry 


—especially fountain pens, pencils, watches.” 
*by Major College Publications 


Wadsworth 


The Wadsworth Watch Case Company, Incorporated, Dayton, Kentucky. 
Offices: New York, 630 Fifth Avenue; San Francisco, 140 Geary Street; 
Chicago, 35 East Wacker Drive. 
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FOR TODAy’s 


LONGINES 


Proudly Longines presents “Second-Set. 
ting’’ Watches invented by Lindbergh and 
Weems, two of the greatest names in ayia. 
tion. These watches represent the most sen. 
sational development in personal time. 
keeping since the invention of the watch. 
They may be actually set to the secondon 
the Arlington or Longines time signals 
which are broadcast daily. Of true aviation 
accuracy, Longines ‘Second-Setting” 
Watches offer a new accent for the wrist 
of the business executive. 

Only Longines, with its accumulated ex. 
perience of 71 years of precision manufac- 
ture and its standing as the watch of avia- 
tion accuracy, would have dared to risk 
its reputation by introducing these new 
watches. Only Longines now offers ‘Time 
to the Second’ for modern, air-minded 


America. 


* 


NOTICE: A limited number of 
additional Longines agencies 
will be awarded this year to fine 
jewelers. Inquiries are invited. 





LONGINES-WITTNAUER COMPANY, INC. 
6 West 48th Street, New York City 


LT. COMMANDER P. V. H. 


WEEMS uss 
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THE WATCH OF AVIATION ACCURACY 


Publicity aside, ballyhoo disregarded—Longines is the only 
navigating watch of aviation. Occasionally a pilot will carry a 
personal timepiece of another make—and its manufacturer 
will blazon the fact in the public press— but even these excep- 
tions are rare. For time has shown that only Longines produces 
consistently accurate aviation watches sufficiently depend- 
able to guide and time the world aloft. 


* 


LEADING AIR TRANSPORT COMPANIES. Prac- 
tically all the airways that avigate with technical time- 
pieces depend on Longines to protect the safety of 
their passengers and planes. Longines was used ex- 
clusively by Pan-American Airways in charting its 
Trans-Pacific Route—and on the preliminary flying 
for the Trans-Atlantic Route. 


* 


THE GREAT AVIATION EXPLORERS. Both of Rear 
Admiral Byrd’s South Polar Expeditions carried 
Longines instruments. “I always rely on Longines 
accuracy,” he writes. Similarly, almost every impor- 
tant scientific expedition of recent years has meas- 
ured its time and calculated positions with Longines, 
the world’s most honored watch. 


* 


AVIATION’S RECORD-MAKERS. When aviation 
records go tumbling, the chances are that a Longines 
Watch ticked the flyer on his way. Too long to include 
here is the list of Longines-guided record-setters, 
which includes Costes, Lebrix, Wiley Post, Louise 
Thaden, Amy Johnson and scores of others. 


* 


THE PIONEERS OF AVIATION. From the Wright 
brothers to Merrill and Lambie, most of the great fig- 
ures of flying have entrusted their lives to the perfect 
time measurements of a Longines watch or chronom- 
eter. Longines is the official watch of the National 
Aeronautical Association and the International 
Federation of Aviation. 
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SECOND-CONSCIOUS PUBLIC 


second-selting WATCHES 


The Longines-Lindbergh HOUR ANGLE WATCH, invented by 
Col. Charles A. Lindbergh. In Gold Filled Case and Beautiful 
Walnut Presentation Box: $75 





The Longines -Weems SECOND-SETTING WATCH, invented by 
Lt. Comm. P. V. H. Weems. In Gold Filled Case and Beautiful 
Walnut Presentation Box: $60 







































Time and 
Customers 
Don't wait 


When they come into your store they are 
in a mood to buy. Don’t miss sales for want 


of merchandise. Be prepared at all times 


MIKIMOTS 


PEARLS 


beautiful, perfectly symmetrical and ex- 


with 


quisitely lustrous—the finest Pearls culti- 


vated. 





Since 1894—the MIKIMOTO seal on every necklace or bracelet has been your safe- 
guard—your guarantee of uniform quality. It assures you and your customers of the 
highest quality of Cultivated Pearls from MIKIMOTO, the inventor and originator 
of Cultured Pearls. It is your guarantee that every MIKIMOTO Pearl has been 
developed and cultivated in a living oyster at the MIKIMOTO Pearl Colony of 
over 41,000 sea acres in Japanese waters. Take advantage of the increased business 
and extra profit that MIKIMOTO CULTIVATED PEARLS can bring to you. Dis- 


play—Feature—Sell—them for every Gift occasion. 


If a visit to one of our offices is not con- 
venient, we invite your inquiry by mail. 


K. MIKIMOTO 


New York, 630 Fifth Ave. Head office: Ginza, Tokyo 
Chicago, 55 E. Washington St. Branches: 
San Francisco, 209 Post St. Kobe, London, Paris, Bombay 


By Warrant of Appointment 
To Their Majesties of Japan 
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SAPPHIRE 


Birthstone 
for SEPTEMBER 


by 
ROBERT M. SHIPLEY 





@ The cutters magic fashions a gem such as the above 27.18 
Courtesy 


carat stone from sapphire rough like these pieces 
of Jerome Richheimer, New York.) 





— = President of the Gemological Institute of America 
annie 





«—What is the derivation 
of the word sapphire? 
A.—Sapphire is derived from an ancient Greek word 
or from the Hebrew “‘sappir” both meaning blue. 
*# i * 
Q.—To what gemological species does it belong ? 
A.—Sapphire belongs to the species corundum. Ruby 
is the red variety of corundum. Blue and all other colors 


are known as sapphires. 


Q.—Then I’m to understand that sapphire is 
found in many colors? 

A.—Yes. They are found in all the principal colors 
of the spectrum including orange, violet, yellow and 
green, as well as in many other colors. 


* * * 


Q.—What is the most valuable color? 
A.—The velvety cornflower blue is the most valuable. 
Other colors than blue are known as fancy sapphires. 


Q.—May sapphires in other colors than blue 
be sold as the September birthstone ? 

A.—Yes, certainly, and these more unusual colors will 
sometimes effect a sale for the person who does not “‘vi- 
brate to blue.” 


* * * 


Q.—What are some of the selling points which 
may be used in the sale of a sapphire? 

A.—Both sapphire and ruby are 9 in hardness and 
resist scratching better than any gem except the diamond. 
They have a refractive index of 1.76 which places them 
amongst the most brilliant gems. 

* a * 
Q.—Are synthetic blue sapphires manufactured ? 
A.—Yes, they were first made about 1909 and it is 


Interesting to note that since that time genuine sapphires 
have increased in value. 
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Q.—How are synthetic sapphires detected P 

A.—Characteristic bubbles may always be found in 
every synthetic. Sometimes visible with a loupe, most of 
those stones of recent manufacture require the microscope. 
Inclusions in genuine stones have angular boundaries. 
Many, but not all, synthetics display curved striae 
(lines). Occasionally, however, these curved iines are 
so nearly straight as to appear to the untrained observer 
to be similar to the straight lines which often occur in 
natural stones. Dichroism is usually observable through 
the table of a synthetic while it is rarely seen in this direc- 
tion in the genuine. This latter is, therefore, not a proof, 
but a useful indication. 


* * * 


Q.—Where are sapphires found? 

A.—Sapphires are found in sands and in solid rock 
frequently together with ruby. The principal sources 
are Siam, Ceylon, Kashmir, New South Wales, Montana, 
and in a few other places in the United States. 


* * * 


Q.—What causes the star in star sapphires? 

A.—The star on the surface of such stones is viewed best 
when the stones are cut en cabochon. The asterism de- 
pends on fine fibrous enclosures which are arranged in 
three directions at angles of 60 deg.. in layers at right 
angles to the crystal’s vertical axis. Cut so that a dome 
arches over these layers, such stones reflect a light from 


the interior as a six-rayed star. 
* * * 
Q.—Are there synthetic star sapphires? 
A.—Artificially produced corundum never shows aster- 


ism. A doublet made of star quartz and blue colored joil 
was introduced some months ago, but it would not be con- 





fused with star sapphire. 
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CAT'S EYE.. “the Eye of Belus’ 


By C. E. PASKOW 
President, Wm. B. Schmidt Co. 


I, is no small wonder 
that the Oriental catseye has been so little known in 
America. This intriguing gem is so rare and so highly 
prized by the maharajahs and potentates of the Orient 
that comparatively few of these unique stones have ever 
left the enchanted Island of Ceylon on which they were 
mined. From time immemorial the catseye has been deeply 
revered and a translation from the original Sanskrit of 
Mani-Mala reads: 

“That catseye which is like a veritable catseye, and 
which is perfectly smooth, is a gem worthy of the accep- 
tance of the gods themselves.” 

Indeed, the stone was dedicated by the ancient Assyri- 
ans to their god Belus and it was called on this account 
“oculus Beli’ (eye of Belus). It was, and still is, re- 
garded by some oriental nations as a sacred stone and 
used as a charm against witchcraft. It has always been 
considered « very lucky stone. The catseye which adorned 
the crown of the King of Kandy (Ceylon) and which 
was captured from him in 1815 had achieved celebrity 
for centuries. In more modern times some English nobles 
have selected catseyes for engagement rings, and now 
discriminating Americans—connoisseurs and gem lovers 
—are turning to the Oriental catseye to satisfy their de- 
sire for the rare and beautiful—for a gem of distinction. 

In compiling the more common questions asked about 
this most intriguing stone, we are endeavoring to give the 
answers in the simplest non-technical manner. 

Q. What is the catseye? 

A. A natural stone which looks like the eye of a cat. 

Q. What is the “eye”? 

A. A linear optical effect produced by light reflected 
off a ‘‘catseye” stone. 

Q. What causes the “eye”? 

A. The play of light across a series of parallel channels 
(microscopic, tubular). 
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Q. Is ‘“‘catseye” the accepted name? 

A. Yes, though ‘Oriental catseye’”’ is more descriptive. 

Q. Where and how are catseyes mined? 

A. Usually Ceylon—dug in shallow pits by natives— 
found with sapphires. 

Q. How does the mineral look when found? 

A. Usually a water-worn pebble, but the broad striated 
face of the crystal is often visible. 

Q. What colors are found? 

A. Blended shades of yellow, brown, gray and green. 

Q. What shades are preferred? 

A. Individual tastes vary—some mention “honey” 
color. Ancient Hindus preferred the “color of a peacock’s 
neck or of a fresh bamboo leaf.” 

Q. How is “catseye” classed mineralogically? 

A. As cymophane, the chatoyant variety of chryso- 
beryl. 

Q. What is chatoyancy? 

A. A peculiar opalescent, silky sheen, or gleam, that 
follows every movement of the stone. 

Q. Is every cymophane called catseye? 

A. No—only those showing the distinctive “eye.” 

Q. What rare element does catseye contain? 

A. Beryllium (which is also an important constituent 
of emerald). 

Q. Can a catseye be cut from any chrysoberyl crystal 
as found? 

A. No—the crystal must be suitably grained and not 
absolutely transparent. 

Q. What determines whether a crystal will produce a 
catseye? 

A. Only actual cutting of a cabochon in proper relation 
to the crystallization. 

Q. Is a cabochon (convex) shape necessary for a 
catseye? 

A. Yes—to imitate the animal’s eye—and to give the 

(Please turn to page 96) 
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Catseye 
(From page 94+) 


blinking effect observed when the stone is moved about. 

Q. What are the parallel lines sometimes seen in cats- 
eyes? 

A. Crystal growth lines—part of the crystal pattern. 

Q. If a catseye is cut into pieces will each piece show 
an “eye”? 

A. Yes—provided each piece is cut cabochon—the 
“eves” will ail be parallel to the original “eye.” 

Q. Is the “eye” similar to the “star” in a sapphire? 

A. Yes—both are purely optical—there is actually 
nothing in the stones comparable to the “eye” or “star.” 

Q. What causes difference between “eye” (1 line) and 
star (3 lines)? 

A. Chrysoberyl has a different crystal pattern than 
sapphire. 

Q. Has a “star” ever been cut from chrysoberyl? 

A. Yes—but under rare conditions. 

Q. Who owns the finest catseyes known? 

A. The maharajahs and potentates of the Orient—the 
rarest specimens have never been permitted to leave their 
provinces. 

Q. Are catseyes rarer than star sapphires? 

A. Considerably rarer—very few catseyes over 34 inch 
are known. 

Q. Are “gem” catseyes free from flaws? 

A. No—stones without some internal markings and 
flaws are practically unknown. 


; eas are the best conditions for observing the 
eye’: 
A. Under a single direct light stronger than the sur. 
rounding light. 
Q. What is the best light? 
A. Sunlight—but any source of light will do. 
Q. Why is more than one band sometimes visible in ‘ 
stone? 
A. A band is seen for each light striking the stone. 
Q. When is the “eye” properly centered? 
A. When the light is perpendicular to the base of the 
stone. 
Q. How can a properly centered “eye” be thrown off 
center? 
A. By light striking the stone at an angle. 
Q. In what direction is the “eye” thrown by light 
striking obliquely? 
A. The “eye” shifts away from the light—movement 
of the light causes shifting of the “eye.” 
Q. Does the contour of the stone affect the “eye”? 
A. Yes—the flatter the cabachon shape the broader the 
band and the greater the movement of the “eye.” 
Q. Why is the “eye” more prominent in opaque stones? 
A. An opaque stone reflects more light than a trans- 
parent one. 
Q. Why are the backs of catseyes usually unpolished? 
A. Prevents leakage of light, permitting greater reflec. 
tion (like the back of a mirror). 
Q. What do these optical actions prove? 
A. The “eye” obeys the optical laws of reflection. 
(Please turn to page 99) 
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Catseye 


(From page 96) 


Q. What other rare stone has the same composition as 
catseve? 

A. Alexanderite is another variety of chrysoberyl. 

Q. What is most unusual about alexanderite? 

A. It appears red in artificial (electric) light and green 
in daylight. 

Q. Are any alexanderite catseyes known? 

A. Yes—but they are extremely rare. 

Q. What 1s tiger-eye? 

A. A very common fibrous type of quartz (crocidolite) 
showing chatoyancy. 

Q. What distinguishes catseye from tigers-eye? 

A. Catseye is much finer and more lustrous—consider- 
ably harder and heavier. ‘The superior quality and opales 
cent character of catseye is immediately apparent. 

Q. Do other stones show chatoyancy? 

A. Yes, many fibrous or striated materials show cha- 
tovancy—but only the genuine (Oriental) catseye closely; 
resemb es the eye of the cat. 

Q. How heavy is “catseye ? 

A. Practically same specific gravity as diamond. 

Q. How do catseyes resist wear? 

A. Very hard stone with excellent wearing qualities. 

Q. How are catseyes used in jewelry? 

A. Rings, brooches, clips, pins, bracelets, links, studs, 
clasps, charms, buttons, and in many other articles of 
jewelry where the catseye is admired by many people. 





London Diamond Brokers Expect Diamond Sales in 1937 
Will Total Nearly $60,000,000—Almost 50 
Per Cent More Than Last Year 


3 is now estimated that total diamond sales for 1937 
will reach almost the 60 million dollar mark in value. 
Although U. S. A. diamond purchases this year, so far as 
first water stones are concerned, are much below the 
1929 level, they have registered a sufficient expansion 
to bring world sales very much above the average of the 
past five or six years. 

By the commencement of 1938 brokers here consider 
that diamond sales will be up nearly 50 per cent on 1936 
Last year’s sales totaled around $42,500,000. 
Sellers of diamonds in Europe are, of course, marking 
time on the day when America’s diamond purchases once 
more attain the dimensions prevailing in 1929. The occa- 
sion, most diamond men insist, is not so far distant as 
might be imagined. 

The diamond stock market, always a pretty reliab'e 
barometer of the state of the market in stones, has de- 
veloped considerable strength of late. Satisfactory sales 
of the polished stones have had a heartening effect on 
diamond company stock which is now considered in 
Europe to be a pretty safe buy for the ensuing 12 months. 
Speculators, of course, have had something to do with 
the greater demand for diamond shares. De Beers’, Con- 
solidated Diamonds’ and Anglo-American stock has been 
sharing in the price advance this summer. 

De Beers expects to resume dividends on the deferred 

(Please turn to page 100) 


figures. 








608 Fifth Ave. 





She Dlack Pearl 


" The King of Pearls’ 


Importer of Diamonds, Precious Stones 
and Pearls 


ARTHUR H. KIRK PATRICK. inc. 


TEL.BRYANT 9-1400 








Matched Pairs 
WA 


Round - Button - Pear Shapes 


New York 











THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 





OSCAR HEYMAN 
and BROFHERS ine 


ORIGINA 
OF FASH 
IN PREC 
GEM JE 






MADE B 
OFTHE 


MA TERI 

















G42 FIFTH AVENUE 
NEW YORK CITY 























Diamond Sales Increase 
(From page 99) 


stock in September, this year, and if for no other reason 
the offer to holders of Premier Preference stock of 49 
De Beers Consolidated Deferred for every 100 Premier 
Preference shares is considered pretty good. 

There is no early prospect of the Premier diamond 
mine being reopened and in any case a substantial expan. 
sion in even the present rate of diamond sales growth 
would be necessary before this mine could hope to earn 
enough to meet its Preference stock charge. Premier 
Preferred holders have received no dividend since 1930, 
The exchange into De Beers Deferred made available to 
them would seem to offer a way out. For holders of De. 
ferred outside the De Beers company there seems little 
prospect. 

Diamond necklaces for afternoon wear are being spon- 
sored by the dress designers of Paris, and here in the 
United Kingdom the revival of the Edwardian miniature 
in jewelry is being staged. 

Queen Elizabeth is encouraging the return to fashion 
of the cameo miniature in ring and brooch form. A three- 
eighths of an inch painting of Princess Elizabeth has been 
commissioned. It will be set in a ring. Society is follow- 
ing suit. 

The diamond necklaces specially designed to go with 
the Parisian afternoon dress are on the wide side. An 
unusual amount of gold embroidery and diamenté is 
another feature of the afternoon ensemble. 

Both London and Paris diamond brokers expect to 
pay more for their stones this fall. The prices of rough 
diamonds are going to be advanced again in a few weeks. 
New goods off the mills thereafter will necessarily be 
dearer. 


Late Orderers of Merchandise May Be Disappointed, 
Says Jewelry Craft Association Head 


“All branches of the industry are reporting better volume 
than last year,” said William B. Ogush, of Katz & 
Ogush, Inc., manufacturing jewelers of 33 W. o0th St., 
New York, on sailing Aug. 11 on the Manhattan for a 
five weeks’ tour of Switzerland, France and Holland. 

“Tn following this idea up,” he continued, speaking as 
president of the Jewelry Crafts Association, “this must 
mean that we surely will have a greater business this fall 
than we anticipate and, therefore, those in the industry 


who are placing their orders well in advance will get 





their merchandise, whereas those few who are still wait- 
ing and will order their goods as late as they usually do 
will probably be disappointed and receive most of their 
merchandise very late in the season, thereby missing 4 
good deal of business. 

‘We must realize that it is helpful for every branch 
of the industry when merchandise is anticipated which 
allows the people who are employed in the industry to 
operate 12 months in the year rather than six months as 
we have done in the past few years. It gives the manu- 
facturer more time to fill his orders and they are filled 
with greater care than they would be if they were all 
placed in the rush season for immediate delivery.” 
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EXCEPTIONAL! 


Diamond and Precious Gem Creations of 
Distinctive Design and Workmanship. 


On memorandum to 
responsible accounts. 


Bracelets, Clips, Brooches, Watches, Necklaces, 
Rings, Star Sapphires. 


Emeralds, Rubies, Sapphires—mounted or un- 
mounted. 


Write, wire or telephone. 


MICHAEL BALLEN 
Diamonds 
732 Sansom Street, Philadelphia, Pa. 
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gems cut and polished by the 
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the famous JONKER DIA- 
MOND. 


@ LAZARE KAPLAN CERTI- 
FIED DIAMONDS HAVE 
MAXIMUM BRILLIANCY. 


Ask for a memorandum selection 


Lazare Kaptan & Son, Inc. 


Diamond Cutters 


and Importers 


630 FIFTH AVENUE 
NEW YORK CITY 


Cutting Works: 
64 Fulton Street, New York 
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Cash or Credit? 


(From page 75) 


76 per cent said “None.” 
5 per cent said “6 per cent.” 
5 per cent said “.5 per cent per month after 9 
days.” 
3 per cent said “3 per cent.” 

Others said: “‘.5 per cent per month,” “ 6 per cent” 
“4 per cent,” “8 per cent,” “5 per cent,” “10 per cent “3 
overdue accounts,” “none except over $100 accounts.” 
and ‘.5 per cent monthly.” 


Comments 


—We offer two types of credit: Payment in 90 days 
either weekly or monthly at no carrying charge; plans 
over 90 days up to 10 months, 10 per cent down, etc, 
after 90 days charge for carrying .5 per cent per month 
on the unpaid balance. (An Ohio jeweler.) 

—We do not add a carrying charge until the account 
is 90 days old; we then charge at the rate of 6 per cent, 
and we do our own financing. This plan has enabled us 
to make many sales that we could not have made other- 
wise. (A Tennessee jeweler. ) 

4.—W hat length of time do credit terms run? 


13 per cent said “6 months.” 

12 per cent said “To 12 months.” 

12 per cent said “3 months.” 
4 per cent said “To 10 months.” 
3 per cent said “6 to 12 months.” 
3 per cent said “To 8 months.” 
3 per cent said “4 to 6 months.” 
3 per cent said “5 months.” 
3 per cent said “3 to 6 months.” 
2 per cent said “3 to 4 months.” 


Others said: five to 12 months, four to 10 months, three 
to 12 months, 10 to 12 months, three to 24 months, 30 
days, four to eight months, one to three months, three 
to 18 months, six to 10 months, up to six months, three to 
10 months, two to eight months, at the rate of 50 cents 
to $1.00 a week, and at the rate of $5.00 per month. 

5.—Through what source or company do you finance 
your installment paper? 


97 per cent said “Self financed.” 
3 per cent said “Local bank.” 


Comments 


—We use a local bank and C.I.T. to finance install- 
ment paper on radio, refrigerator and appliance sales. 
They do not give credit on jewelry, watches and diamond 
paper. (An Illinois jeweler.) 

—We feel that all jewelry stores should be able to 
finance their paper through some finance company such 
as the G.M.A.C. does. It is impossible to do so now 
(here at least) as it involves carrying charges. (An In- 
diana jeweler. ) 

—Are there any finance companies that carry papef 
on watches, diamonds and silverware? (A Missouri 
jeweler. ) 

—Would like to know something about some dealers 
who finance through C.C.C. or C.1.T. (A Texas 
jeweler. ) 

6.—W hat service charge do you pay the finance com- 
pany? 
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1 said “15 per cent.” 
| said “The regular discount rate.” 


7.—W hat is the percentage of slow accounts? 


25 per cent said “10 per cent.” 

14 per said “Very small, negligible, or small.” 
14 per cent said “20 per cent.” 

9 per cent said “S per cent.” 

5 per cent said “15 per cent.” 

5 per cent said “25 per cent.” 


Others said between “None” and “50 per cent.” 


, 
Comments 


—We started this system six years ago. It has reduced 
our losses to very little and gotten rid of all the undesir- 
able customers. (A California jeweler.) 

—We find that payment on these accounts are getting 
slower, which no doubt is due to these people having more 
obligations than they can take care of. Skips are also more 
frequent. (An lowa jeweler.) 

—For two years we have had no losses from deferred 
payment accounts. Our bad debts have been on regular 
charge accounts only. (A Massachusetts jeweler. ) 


8.—W hat percentage is charged off as uncollectable? 


15 per cent said “1 per cent.” 

10 per cent said “None.” 

10 per cent said “Small.” 

10 per cent said “2 per cent.” 
9 per cent said “.5 per cent.” 
9 per cent said “3 per cent.” 
9 per cent said “5 per cent.” 


Others said between “.1 per cent” and “‘6 per cent.” 


9—How long have you operated under your credit 
plan? 


48 per cent said “Five years or less.’ 
26 per cent said “Six to 10 years.” 
26 per cent said “More than 10 years.” 


10.—W hat effect has the credit system had, i.e., how 
much did it increase your business? 


Approximately two-thirds of the stores answered this 
question. Of those who answered— 


2 per cent said “500 per cent.” 

29 per cent said “50” to “100 per cent.” 

26 per cent said “25” to “49 per cent.” 

21 per cent said “10” to “24 per cent.” 

14 per cent said “Considerably” or “Substan- 

tially.” 
5 per cent said “Very little increase.” 
2 per cent said “No increase but less loss.” 


’ 
Comment 


(Following are some of the comments from credit 
and divided payment jewelers who took part in the sur- 
vey. Space limitations make it impossible to print all of 
the comments, so many that were duplicates in thought 
have been omitted. ) 

ALABAMA JEWELERS 

—We are not credit operators, but we have always 
done a mixed business. All prices based on cash with 
carrying charges added on over three months sales. 

—Our business is 50 per cent better than in 1932 but 
still about 15 per cent less than in 1928. 

(Please turn to page 104) 
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Cash or Credit? 


(From page 103) 


sales were about $235,000 and about 40 per cent install- 
ment, possibly 20 per cent more installment than in for- 
mer years. We always sold diamonds on contract. The 
installment increase has been in small diamond rings 
and watches. 


CALIFORNIA JEWELERS 


—I have often wondered why some firm or bank could 
not be found to discount jewelry contracts. I have man- 
aged so far to carry mine but if my business increases 
much farther I shall have to seek assistance in financing 
my paper. 

—We do a limited credit business. Have also some 
regular charge accounts with steady customers. Have 
not gone into the regular installment business. 

—Our credit plan is quite limited in extent and js 
simply the outgrowth of our regular charge accounts. 

—Most sales made on conditional sales contracts. 


ILLINOIS JEWELERS 


—This store was run formerly as a credit store, $] 
down, $1 a week, but since 1933 we have extended credit 
only to customers we knew to be OK from experience of 
the past, discontinuing the $1 down-$1 a week business 
for two reasons: Lack of capital and class of trade the $1 
down business drew, resulting in losses. Our volume is 
larger now than before, as in my judgment the better 
trade stays away from the strictly installment store, but 
still many like extended payments. 

—We would like to have manufacturers of watches 
and silverware include in their advertising: ‘Can be 
bought on budget plan.” 

—We use Sears & Roebuck finance charges on our 
watches, jewelry, diamond and sundry lines. However, 
we return half of the charges if customers pay on date 
of payment and contract pays out on time. We do not 
use this on electric appliances. “They are carried on regu- 


lar C.I.T. plan. 
INDIANA JEWELER 


—Would be glad to receive any information regarding 
credit business, such as advertising, collections, etc. 


KANSAS JEWELER 


—We think there should be a carrying charge on in- 
stallment accounts or a differential between cash and 
installment prices. 

INDIANA JEWELER 

—Having just started our Divided Payment Plan, we 
have only meager figures to go by. Find those who buy 
by plan pay more promptly than those who bought by 
regular charge accounts. 


MASSACHUSETTS JEWELERS 


—The last year more regular customers hav: availed 
themselves of our Divided Payment Plan, though we have 
not pushed it much as we are known as a cash store. 

—We used to sell on a 10 per cent above cash price 
basis with a year to pay. These “racket” “credit at cash 
prices stores” that dupe the public and have a three- to 
four-time markup make it necessary to sell at cash prices 
(our ethical markup, cash prices bonafide) and extend 
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jx to 10 months. We now advertise “No carrying 
charges,” which is true if customer pays as agreed. 


NEW YORK STATE JEWELERS 


—We can honestly say that credit business is an in- | 


novation that every jeweler ought to get in, if not in 
already. Nice sales are made which otherwise would be 
lost. New customers are brought in the store—people 
are as a rule honest. Getting rid of old stock and turn- 
ing over of new stock is made easier. 

—We are not so-called installment jewelers. We ad- 


vertise: “Open a charge account. Divide the payments | 


weekly or monthly.” 
NORTH DAKOTA JEWELER 
—I would be greatly interested if we jewelers could 
get finance similar to G.M.A.C., C.C.C. or C.L.7. 
OHIO JEWELERS 


—We do not advertise plan, use it only when cus- 
tomers request it or when salesperson thinks it wise to 


suggest it. Check credit risk as carefully as we do an | 


open account. Consequently we have not had as much 
of this type of business as we could have if we promoted it. 
—We use the budget plan where possibie. 


PENNSYLVANIA JEWELER 
—We expect an increase of 25 per cent next year. 
TENNESSEE JEWELER 


—We have just installed our system for a Divided 
Payment Plan. We find that it increased business but we 
do not know what the percentage of increase is or what 
amount will have to be charged off. We have done a 
credit business on open account for years, but only with 
a select list of customers and our losses have heen neg- 
ligible. 

TEXAS JEWELER 


—We do not have a large deferred payment business ; 


we sell only to customers who have a good credit rating | 


and a definite income. ‘Their accounts are not separated 
from our open accounts. However, we judge that about 
15 per cent of our total sales to be on the Deferred Pay- 
ment Plan, mainly watches and diamonds. 


VIRGINIA JEWELER 


—We never sold for cash. We have always charged 


to desirable persons on 60 days open account or 10 months | 


or less on signed contract. 
WASHINGTON JEWELER 


—We look up all accounts through Credit Bureau. 
Our business runs two-thirds cash, one-third credit. 


What Articles Interest You? 

The editor of THE JEWELERS’ CircULAR-KiYSTONE 
is anxious to learn what articles in this issue are of most 
interest to readers. In order to help us in arranging the 
contents of future numbers we request that you fill in 
this coupon and mail it to us at 239 West 39th St.. New 
York City. 

We were most interested in the articles on........ 
in the September, 1937, issue. 
Yours truly, 
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POPULAR THIS SEASON 


— gold jewelry 
—the real 14 and 18 karat variety—often running in 
value into the “king’s ransom” class, is in popular demand 
today. 

To the student of the history of fashion, or to the 
political economist, this is but an indication that we live 
in 1937 and more particularly that we dwell in America 
or in one of the economic centers of this globe. 

As the fashions of each era have always reflected the 
social and intellectual life of the period, it is but logical 
that when the world is so concerned with gold values and 
standards, this precious metal should seem unusually de- 
sirable for jewelry. 

Endless smart designs are seen not only for daytime 
wear but for formal occasions. Precious gems are again 
being mounted in yellow gold to form most effective clips, 
pins, rings and bracelets. 

Intricate coils of twisted links are fashioned into thick 
chokers that are “grown up” versions of the slender 
chains worn by our grandmothers. Her black enameled 
gold bracelets have also returned though very wide and 
flexible ones, often in combinations of red, green and 
yellow gold, like the one on the cover, are even more 
popular. These are very modern in design, suggesting the 
lines of the new architecture, yet strangely reminiscent of 
the golden treasures of ancient Ur and Armageddon. 

While by no means new, the gem set fine chain brace- 
lets have gained fresh popularity when worn by the half 
dozen. One each, of rose quartz, amethyst, jade, car- 
nelian, lapis and moonstone, with perhaps a “master” 
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After several seasons of popularity charm 


. eine bracelets are more the vogue than ever and 
bracelet set with all these stones, seems to be the ambition there saeme wo Gault to the variety sad le- 


of most smart young women. genuity of these little gold toys. 
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"The “Rainbow of Gems” 


© Geen Opal and the Rainbow in color and beauty are 
synonymous. In the Opal we find broad, bold flashes of 
contrasting colors; then again, a delicate blending of pastel 
shades; or the fiery darts of the pin-fire variety. Such 
beauty is irresistibly fascinating. 


7. Of the Opal it may certainly be said that it enhances the 
In addition to Opals, our Jewelry in which it is set. Deservedly does the Opal enjoy 
regular stock includes its great popularity. 





Zircons Our complete stock of sizes and shapes, cut in our Ameri- 
, can factory, insures prompt delivery and meets your every 

Star Sapphires complements 

Amethyst 

Topaz DREHER BROS. and WIDER 

Synthetic Stones Importers and Cutters of Precious and Semi-Precious Stones 

Cameos 48 WEST 48TH STREET NEW YORK CITY 
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71-73 NASSAU STREET 


NEW YORK 


OUR STOCK: The Largest 


and Most Comprehensive in 


America. 


OUR SERVICE: Keyed up 
to take care of all your re- 


quirements —-PROMPTLY 


AND ACCURATELY. 


Just the stone you want, when 
you want it! Write — Wire — 


Phone. 


Importers and Cutters of 


. DIAMONDS 
... PEARLS 
... PRECIOUS 
... SYNTHETIC 
and IMITATION 
... STONES, etc. 


CULTURED PEARLS 


ZIRCONS 


STAR SAPPHIRES 
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Sculpto-Engraving by New York Artist 
Attracts Favorable Comment 


NEW field of endeavor in retail selling, which 
offers limited volume of trade, but handsome Profits, 
has been suggested by a New Yook engraver, Charles 
Namiot, who claims direct descent from Betsabel Ben 
Uri, of Biblical fame, whose decorative engravings 
adorned..the temple Beth Hamikdosh. 
This fdea, which is that of having the likeness of indj- 
viduals engraved on precious metals for lockets, watch 





Likeness of Amelia Earhart Putnam in metal. 


cases, charms and the like, will be greatly limited in its 
execution, because of the relatively few qualified artist- 
engravers of the old school working today. 

Mr. Namiot, who for some years past has been quietly 
doing such work in his own little shop, would probably 
have gained little recognition for his work, outside of a 
limited number of retailers who take orders for his 
artistry, except for newspaper publicity which has come 
to him through his execution of a number of pretentious 
pieces, one of which is shown on this page. 

His technique, which he chooses to term sculpto- 
engraving, because of the high relief work, cannot be 
standardized. It is impossible to make two identical 
pieces, just as no artist can successfully duplicate in 
every detail a painting. His efforts to achieve a desired 
effect by mechanical processes, such as are used in etching 
or photo-engraving, were unsatisfactory. Nothing but 
the usual engraver’s tools are employed. 

The average engraver, capable as he may be with 
traditional forms, is not qualified to attempt this type 
of work unless he happens to be a true artist, capable 
of catching personality, for the work is altogether as ex- 
acting as getting portraits in oil. 

It does offer a worthwhile opportunity for the engraver 
with a flair for copying, if he has the patience to practice 
to capture the true likeness of the subject in metal. Mr. 
Namiot always works his pieces from several photographs 
on the subject, when available, combining the best fea- 
tures of each. 

(Please turn to page 110) 
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These MEMBERS of the 
Association have contributed to 
the publication of this message :— 


tto Baer, 
nn Maiden Lane, New York 


Belgard & Frank, Inc. 
31 West 47th St., New York 


H. R. Benedict & Sons, Inc. 
15 West 47th St., New York 


Joseph Blank, 
87 Nassau St., New York 


Dreher Bros. & Wider, 
48 West 48th St., New York. 


James A. Drilling Co., 
87 Nassau St., New York 


Max Duraffourg, Ltd., 
576 Fifth Avenue, New York 


Sol Gordon, 
68 Nassau St., New York. 


Heller Hope Co., Inc., 
2 West 46th St., New York. 


Hoffer-Ashley, Inc., 
509 Westminster St., 
Providence. 


Albert Kauzmann, 
80 Maiden Lane, New York. 


Kittay & Blitz, Inc., 
22 West 48th St., New York. 


Edward Lembeck & Bros., 
68 Nassau St., New York. 


C. Frederick Loch, Inc., 
48 West 48th St., New York. 


Anthony Mastaloni, 
17 John St., New York. 


Hugo Mayer Co., Inc., 
15 West 47th St., New York. 


Adolph Meller Company, 
40 Fountain St., Providence. 


S. Nathan & Co., Inc., 
71 Nassau St., New York. 


Wm. V. Schmidt Co., Inc., 
22 West 48th St., New York. 


C. E. Shepard, 


131 Washington St., Providence. 


Edward Starke, 
65 Nassau St., New York. 


G. A. Veeck, 
315 Fifth Avenue, New York. 


Leo Wolleman, 
93 Nassau Street, New York. 
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MANUFACTURER— Y ou say you are a mem- 
ber of the Precious Stone Dealers Associa- 
tion. How does this help me? 


MEMBER OF P.S.D.A.—In many ways! Firstly, you can be 


sure of the quality and the uniformity of the goods. 


MANUFACTURER—/ would expect that of 
any reputable stone house. 


MEMBER OF P.S.D.A.—Right you are! Most of the rep- 
utable stone houses belong to our association. . . . However, 
one of the biggest jobs our members perform for a manu- 


facturer is "MISTAKE INSURANCE." 


MANUFACTURER—What do you mean by 
“mistake-insurance’? 


MEMBER OF P.S.D.A.—Well, let me tell you of an actual 
occurrence. Last year a well-known manufacturer placed a 
large order for certain types of stones direct with a foreign 
stone house. The goods—after some delay—finally arrived. 
There was nothing drastically wrong with their quality or 
the price — but — these particular stones were passing out 
of vogue so rapidly that when they arrived there was no 
demand for them. They're still on the manufacturer's shelf 
... I'm sure that had this order been previously discussed 
with one of our members, with his expert knowledge of stone 
trends, this mistake could have been avoided. 


MANUFACTURER—Sounds convincing! Y ou 
fellows are certainly worthy of our confi- 
dence. I'll consult you on my next stone 
problem. 





PRECIOUS STONE DEALERS ASSOCIATION 


PRESIDENT: CHARLES L. FRANK 


ISIDOR LASSNER, SECRETARY, 
10 West 47th St., N. Y. City. 
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Sculpto-Engraving 
(From page 108) 


World figures have been the subjects for most of Mr. 
Namiot’s large pieces. Some of these were Admiral Byrd 
James J. Walker, Will Rogers, Wiley Post, President 
Doumer of France, and Arturo Toscanini, as well as 
others in the field of business and finance. 

The Amelia Earhart work was in the making at the 
time she took to the air on her last tragic flight. In the 
light of subsequent developments it became necessary to 
change the original theme. This engraving is 12 by 16 
inches, actual size, on duralumin, a metal with the 
enduring quality of stainless steel. 

Other mediums used are the precious metals, (platinum 
with not less than 10 per cent iridium content) or base 
metals, plated with silver or gold. 

Probably the finest work of Mr. Namiot’s was a heavily- 
plated, gold-on-copper piece, showing the likeness of six 
of the world’s greatest musical figures. Mounted in a 
plush-lined box it is suggestive of a presentation; more 
individual than the usual struck, or cast medal used as an 
award. It is entitled “A Conception.” 


FORTY FATHOMS DEEP 


By M. W. von Bernewitz, Washington, D. C 
FORTY FATHOMS DEEP, by Ion L. Idriess. 2nd printing. Angus & 


Robertson Limited, Sydney, New South Wales, Australia, 1937, 343 
pages, price $2 from the publisher. 


Australia produces pearls, opals, and sapphires. These 
gems are not easily found and their search involves con- 
siderable hazard and uncomfortable surroundings, says 
Ion L. Idriess in “Forty Fathoms Deep.” Pearl-shells or 
oysters, which sometimes contain one or more pearl blis- 
ters, lie at the bottom of the tropic sea as deep as 40 
fathoms (240 feet), the extreme and barely safe limit of 
diving in a suit supplied with air, where there are deep 
holes, coral, all kinds of growth, and fish as shark, 
stingray, groper, snake, and octopus; whales, although 
playful, are likely to cause trouble. Also the luggers 
or vessels that tend the divers may be suddenly swept 


| away and sunk by cyclones. Several luggers are tended 


by a mother ship or schooner. A cosmopolitan lot are 
engaged in the pearling industry—Australians, Chinese, 
Japanese, Malays, and others. Serious racial clashes take 
place between them. 

Idriess describes and illustrates the luggers, the divers 


| and how they work, Japanese poachers and their “fishing” 
| just beyond the coast limit, storms (24 luggers and 142 
| men lost in one of 1935), how fish try to take an oyster 





| from the shell, the opening and cleaning of the shell 


aboard the luggers, the search for baroque or misshapen 
pearls and for pearl blisters, also peeling them if necessary ; 
the cost of equipment; and the sale of gems and shell. The 
shell is the main product; the pearl is the by-product. 
Further, Idriess discusses what the pearlers have done 
in pioneering along Australia’s three thousand miles of 
defenseless northern coastline, the almost limitless supply 
of shell, and suggests that if other uses are developed for 
shell, factories could be built and operated at the pearling 
centers and thus further draw population to the north for 
its protection. 
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“Selling Jewelry on Credit” 


“Selling Jewelry on Credit” is the title of a booklet 
by William Gibson, president of the National Associa- 
tion of Credit Jewelers and president of Cole & Young 
Co., Chicago. The booklet contains valuable informa- 
tion for the cash merchant who desires to enter the credit 
jewelry business, giving details as to carrying charges, 
the technique of extending credits, inventories and turn- 
overs and other interesting and valuable data. The 
booklet goes to new members of the association. 


Andrew A. Busekrus 

Kansas City, Mo.—Andrew A. Busekrus, for the 
last twelve years president of the Andrew’s Jewelry 
Manufacturing Co., 1009 Walnut Street, died recently, 
at the Research Hospital. He was 72 years old and had 
been in ill health for about three years. The firm will 
continue under the direction of the daughter Miss Helen 
Busekrus. 

In 1925 Andrew’s Jewelry Manufacturing Co. was 
incorporated with Mr. Busekrus as president and his 
daughter Miss Helen Busekrus as secretary-treasurer. 

He was a member of the Co-Operative club, the Ivan- 
hoe Lodge No. 446 and the Ivanhoe Chapter of the O.E.S. 

He is survived by his widow, Mrs. Amelia Busekrus, 
and two daughters. 


Value of a Payment Control System 
(From page 87) 


but that the customer likes the system we use and he 
has come to realize that the record which he holds of 
the transactions is precisely in balance with the record of 
the store itself. There is no chance for a difference. There 
is never a basis for a statement that a payment was made 
and not recorded. “The customer has his own record. 
There is the cleanest possible sort of understanding with 
the customers who are responsible for our success. 

From the standpoint of the employee, machine posting 
has substantial advantages. Our cashiers are protected by 
an absolute machine check which permits of no error be- 
tween the customer’s payment book, the individual ledger 
cards and the auditor’s sheet which is locked into the 
machine throughout the day and which cannot be tam- 
pered with. This sheet can only be taken out by the 
proprietor at night, when he has a permanent record of 
every transaction of the store recorded completely and 
indelibly. Under the old method it was possible that 
one employee might be held responsible for an error com- 
mitted by another. ‘Today, each employee is responsible 
only for his own operations, which are checked first by 
the customer who presents his book and has the entry 
made thereon, and second by the auditor’s sheet in the 
hands of the management. We have found that this 
gives a definite sense of security which the employees like 
and which after all is their due. 

A brief description of our actual methods of operation 
may be helpful. A prospective customer comes into the 
store and selects whichever item he wants to purchase. If 
he is a new customer, he is taken into an attractive booth 
where he may discuss in privacy his qualifications for 
credit. We have certain rules to guide us in rapid deci- 
sions as to the credit responsibility of the customer. We 
endeavor to make all decisions immediately and in his 
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We Offer... 


Our sincere appreciation 
to the trade for its fine ac- 
ceptance of our new mer- 
chandise and policies at 
the A.N.R.J.A. Convention. 


Entirely New Creations in 
genuine Amber...... 
And for the first time a 
complete line of jewelry 
and gift pieces in Amber. 


A Merchandising Cam- 
paign for Amber ...A 
New Policy of Selective 
Distribution offering an 
exceptional opportunity 
for profit with non-com- 
petive Amber. 


CE her IT lines, Gre 


The World's Suppliers of Genuine Amber 


3.9.3 Fifth Clvenue Hlew Lork. }] l/ 


A few territories are stillopen 
to reliable men. State refer- 
ences and lines now carried. 
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DIAMONDS 


BAGUETTES 


All Sizes 


FANCIES 


Various Shapes in Pairs 
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Value of Payment Control System 
(From page 111) 


presence, although occasionally there may be some border- 
line case where a little more investigation is necessary, as 
for instance when an entire neighborhood may have an 
unfortunate reputation. A customer may want to pur- 
chase an item which we feel is beyond his means. We 
are not so hungry for business as to try to sell a larger 
dollar volume than the cus‘omer is able to absorb readily. 

We observe two definite rules. Payments must be at a 
minimum rate of 50 cents a week and credit is to be ex- 
tended for not longer than one year. The customer js 
given an option in the matter of payments. He may pay 
cash. He may establish the customary 30-day charge 
account, or he may utilize the budget account in which 
payments are spread over a year’s period in weekly or 
monthly amounts. It is important to remember that there 
is no difference in the price, which ever plan is used. No 
discount is ever allowed for cash. 

Assuming that the customer wishes to adopt the third 
of these options, and assuming that we have agreed to 
accept this plan, we open what is known as a “charge 
account” and the customer signs a “conditional bill of 
sale,” which recognizes that the merchandise legally be- 
longs to us until paid for. In practice, however, we go 
on the assumption that the customer owns the merchan- 
dise and has every intention of paying for it in accordance 
with his agreement. Simultaneously a ledger card and a 
payment book are prepared in the name of that customer, 
which agree in all particulars with the information on 
the conditional bill of sale. On the ledger card all neces- 
sary information is included. In addition to the account 
number, we enter the name, address, business address, oc- 
cupation and firm, the payment terms, an indication as 
to whether the account will be paid weekly or monthly, 
and the file number. At the bottom of the face of the 
card are other items, including age, marital status, length 
of residence in the city, whether the customer rooms, owns 
orrents a house, name of the landlord, former residence, term 
of employment, present and past, and the names of 
parents, relatives, wife’s relatives, bank, Union or Lodge, 
automobile license number and references. There is space 
on the card for the name of the holder, as in the case of 
a gift, and in addition there is ample space on the card to 
record the several purchases with their payment dates, 
the extended balance, and the account number and record 
of such collection notices as may have to be used. While 
in many cases much of this information is unnecessary, it 
is all in absolutely legible form on a card 8 x 6 inches. 

The payment book which is to be presented with every 
transaction is in size and form very much like the ordi- 
nary savings bank passbook used in connection with ma- 
chine posting operations. The cover contains the account 
number and the name of the customer. The first page 
lists the articles purchased and the prices, with a notation 
as to the terms, the down payment, the weekly payment 
and so on. The running record of the account has col- 
umns for dates, the charge (which coincides with pur- 
chases on the ledger card), payment, extended balances 
and account number. In other words, all of the informa- 
tion necessary to identify any transaction duplicates in the 
customer’s book the information on the ledger card. The 
customer may bring the payment book in or send it with 


(Please turn to page 115) 
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A diamond watch merits the additional security 
this double lock safety cord attachment gives 








See our complete line of Double Lock Safety watch attachments at 
booth No. 170 Credit Jewelers Convention, Hotel Sherman, Chicago 
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Making a Profession of the Jewelry Trade 


INVESTIGATE IT THOROUGHLY 


Large retailers are requiring the study of the gemological mail courses by employees. Proprietors of smaller 
stores find the courses and the titles an investment which yields continual new income. Over 500 jewelers 
have completed or are enrolled in the courses. The profession is soundly established. 


Certified Gemole gist} 
PCISTERED EWE, 
(ites ain 


The REGISTERED JEWELER might be compared to the practising physician (M.D.) and the CERTI- 
FIED GEMOLOGIST to the heart (or other) specialist. Both the R. J. and the C. G. are members of 
the profession. The REGISTERED JEWELER masters the fundamental sciences of bis business with 
special emphasis on diamonds and other gems. The CERTIFIED'GEMOLOGIST masters advanced scien- 
tific work on diamonds and other gems, thus becoming the gem specialist of the trade. 














Shorter gemological courses also available. 


PREPARE TO MEET MODERN CONDITIONS 


Address either: 


AMERICAN GEM SOCIETY or GEMOLOGICAL INSTITUTE OF AMERICA 


555 S. ALEXANDRIA, LOS ANGELES 3511 WEST 6th, LOS ANGELES 
(R. J. and shorter courses) {Advanced (C. G.) courses) 
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@ Conklin’s year-around national | 


advertising campaign speeds up for 


the fall selling season. 


More ads—bigger ads—in such lead- | 
ing magazines as The Saturday Even- 
ing Post and Collier's, will bring more 


Conklin customers into your store. 


Conklin also offers you new and 
forceful dealer helps. ..newspaper 
mats, show cases, window and 


counter displays. 


And the new Conklin line... with its 
beautiful colors and many exclusive 
writing advantages, carries a 


strong appeal to your customers. 


This fall will be a Conklin selling sea- 
son... Get ready by checking your 


stock and placing your order now. 


THE CONKLIN PEN COMPANY 
TOLEDO +» OHIO 


PENCILS ¢« SETS 








Order the NEW 
ELGINS 


and 


HAMILTONS 


from 


GREENWOLD-GRIFT 





We have anticipated a big watch selling season 
during the coming months, so we’ve made spe- 
cial preparations to take care of our customers 
on Elgins and Hamiltons. Send in your orders 
now and we'll get them out in the quickest pos- 
sible time. Start early selling watches this 
year and you'll be well-rewarded. 


* 


Cellinicraft Jewelry 


Virgin Diamonds 


Here are two lines that spell “good business” for 
the jeweler this fall and holidays. Your customers 
will be buying better things now, so feature mer- 
chandise like this for more sales and handsomer 


profits. 


GREENWOLD - GrirT Co. 


Importers and Wholesalers of 
Diamonds, Watches and Jewelry 


18 West Seventh St., Cincinnati, Ohio 
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Value of Payment Control System 
(From page 112) 


his payment by mail, if he prefers. Outside of an alpha- 
betical control file to be utilized in case a customer forgets 
his payment book, and therefore his account number, 
these are the only documents which we need to have a 
full picture of every individual account, and hence our 
business as a whole. 

When the customer makes a payment, either a down 
payment or a subsequent payment, he goes to the cashier’s 
window where his book and ledger card are inserted in 
the machine at the same time. ‘The transaction is recorded 
by the use of the keys, even to identifying the particular 
cashier who handles the transaction, and the card, the 
payment book and the auditor’s sheet are all stamped at 
the same time. 

Ledger cards are filed by number and every active 
ledger card during the day is held out beside the machine 
so that it is possible at night to clear the machine and 
extend the old and new balance proofs. The ledger 
cards are then filed back in their appropriate place. These 
ledger cards are kept all together, although there are four 
classifications, according to the status of the account. 
Accounts which have a perfectly clean record of payments 
are kept in one set of trays, those that require a little 
more careful scrutiny in a second section, until we reach 
the fourth section of those which require constant inspec- 
tion. A fifth section of cards, which because of our re- 
turned merchandise policy is exceedingly small, represents 
those customers who have a credit balance with us. 

Each week every card in the trays is read. That does 
not mean that it is merely skimmed, but is actually figured 
as to whether the customer is fully living up to his con- 
tract amounts and payment dates. This gives us the 
basis of determining first in what section the card should 
be filed each week, and second, what action if any should 
be taken looking toward the collection of delinquencies. 
No account escapes careful scrutiny in this way and we 
are always able to tell exactly where every account stands 
and where the store itself stands. 

The machine also records all cash sales, throwing out 
for the customer a machine record of the details of the 
sale, which we believe is infinitely superior to the old 
method of having cash sales slips scribbled out and 
stamped with a paid stamp. Each cash transaction also 
appears on the auditor’s sheet at the end of the day, 
which permits a ready cash reconcilement. 


Warren Telechron Co. and Ingersoll-Waterbury Co. 
Enter Plastics Competition 


Plastics’ invasion into the timing field as a case ma- 
terial for clocks is spotlighted by the entries of the War- 
ren Telechron Co. of Ashland, Mass., in the decorative 
division of the Second Modern Plastics Competition, now 
being sponsored by Modern Plastics magazine. 

A group of outstanding, new and different models is 
presented by this company, designed in textalite, bakelite, 
plaskkon and durez by such outstanding designers as 
Jacques Martial, Walter Dorwin Teague, Eugene J. 
Lux, Belle Kogan, etc. 

The Ingersoll-Waterbury Co. of Waterbury, Conn., 
enters the decoration group with their latest merchandis- 
ing device—a combination watch display and change tray. 
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Be the School 


Jeweler 


in Your Community 


A million Boys and Girls annually are 
customers for School Jewelry who later 
in life are prospects for all your wares. 


The 
DORST 
COMPANY 


2100 Reading Road 
CINCINNATI, OHIO 


will help you take advantage of this 
opportunity of increasing your sales and 
assuring you of a profitable future. 


Line up your prospects for Class Rings 
and Pins, Fraternity or Club Pins, 
Athletic Prizes and Medals: write us 
and we will help you get this business. 
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Quality Stamped and. Tra 


The “F.M.Co.” trademark has guided 
This season’s lines reflect long experience 


jewelry of authoritative style that will giv 


10K GOLD RINGS Jeqwelry of Finberg quality, 
for Babies, Misses entails many hand operations 
Ladies and Boys. in its production. Hence, 
early ordering is imperative 

to avoid disappointment. 


FINBER 


ATTLEBORO 


SPECIAL ORDERS 


d 


JEWELRY REPAIRS 


It takes good craftsmen, modern 
equipment and a complete stock of 
fine material to produce quality work. 
We have all these. 


Our business is continually increasing. 


The Reason? 
Quality 
Service 


Value 


If we have never served you, we invite 
a trial order now. 


GRAFFE & STANEK, Inc. 


ESTABLISHED 1879 
MAKERS OF PLATINUM AND GOLD JEWELRY 
29 East Madison Street Chicago, Illinois 
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salable jewelry of standard quality, manufactured by Finberg 
Mfg. Co. for the past 35 years—under the same management. 


items. Leading wholesalers have stocked and are showing 
them. Look for the “F.M.Co.” trademark, and you'll see it on 


New York — 9 Maiden Lane 





QUALITY 









de Marked 


jewelers to styleful, 






in creating winning 








e lasting satisfaction. 







1/20—10K Gold Filled 
BROOCHES 
BRACELETS 

KNIVES 

CROSSES 

LOCKETS 

Hand engraved 

and hand tailored. 


‘ MFG. 
CO. 
MASS. 

















WATCHES 
CLOCKS 




















Concorp WatTcH 


COMPANY 











10 WEST 47 ST.» NEW YORK CITY 
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Prize Winning Display Windows 
Display windows which W. C. Schulenberg, display | 
manager at George T. Brodnax, Inc., Memphis, Tenn., 
designed for the store, won two medals at the annual 








Silver glass and china in this display 


convention of the International Association of Display 


Men at Chicago. 
One award was for second place in the silverware dis- 





THE HEART OF ALL 
GOOD NECKLACES 


A fine pearl necklace, 
whether it be oriental, 
cultured or simulated, de- 

















A ring window display that attracted much attention. | Serves a beautiful diamond 


SCHICKSNAP 


plays, and the other was for second place in the jewelry 
displays. Approximately 3400 photos of display were y 
entered in the contest. 


Priced to retail from 


() 
8 
$5.50 lo $250 ( ) 
() 
© 


) 
Y) 
Creating Greater Diamond Confidence © 
Raising the level of public confidence in diamond buying “ 


is the diamond merchandising system of Zell Bros., jewelers, 
Portland, Ore., with a well organized diamond depart- 
ment, card index system, and precise photograph of each 
ring graphically described. 

Like a blue ribbon pedigree, record of the stones, their 
weight, specific shape, color, and quality, is kept, plus the 
type of setting and any other descriptive data pertaining to 
the ring. All of his agenda is admirably listed on the re- 
verse of the photo of the ring itself. 

Confidence is breathed into every line of the authentic 
record and the photo itself, since the customer knows pre- 


NEWARK, NEW JERSEY 


cisely what she is buying, and may refer to the exact weight 
and character of the jewel and its setting at any time. M. 

This comforting reference is afforded throughout pos- FINE GOLD JEWELRY 
session of the ring by the customer, since she is handed such | i 


photo and written description in a beautiful morocco case | SO aay ese 
as a permanent means of verifying each and every one of Db nace 

the claims of the Zell Bros., authentically kept in the com- 
prehensive card index system in which all the jewels of the 
large diamond department are kept. 


New York Showroom: 347 FIFTH AVENUE 
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New 


Accounts 


If you want to get 
proven plans for devel- 
oping new accounts or 
bringing old ones back 
into the fold... 


Visit 
Booth No. 64 


Credit Jewelers Convention 
Hotel Sherman—Chicago 


One of the “new account” 
plans has already been suc- 
cessful with over 100 jewelers 
from coast to coast. Would 
you like to hear about it? 


If you are not attending the 
convention, write to Dept. 779. 


West Bend 


Aluminum Company 


West Bend, 
Wisconsin 
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N.A.C.]. Convention Plans 


(From page 81) 
Ss 


R. F. Simmons Co. 

Simons-Michelson Co. 

L. C. Smith & Corona Type- 
writers 


Alex. Sabin & Sons, Inc. 

Samson United Corp. 

Paul H. Samuels, Inc. 

A. Sauer & Co. 

Savoy Watch Co., Inc. Spelrein Luggage Corp, 

Schein & Engel Co. Springfield Leather Products 

Schless-Harwood & Co. Co. 

J. J. Schmukler & Son Standard Novelty Box Co., Inc. 

Joseph Sculler Stein-Ellbogen Co. 

Sessions Clock Co. Louis Stern Co. 

W. A. Sheaffer Pen Co. Stern & Stern, Inc. 

Shiman Brothers & Co. Stetson China Co. 

M. H. Shiman & Co., Inc. Streicher Mfg. Co. 

Silbermann, Kohn & Swartchild & Co. 
Wallenstein Swift & Anderson, Inc. 


T 


Tavannes of America, Inc. Terry Penfiller Co. 


U 


Underwood Elliott Fisher Co. 
Universal Camera Corp. 


Untermeyer Robbins & Co, 


Ww 
The Wiesen-Hart Press 
J. J. White & Co. 
Wolfsheim & Sachs Co., Ince. 
J. R. Wood & Sons, Inc. 


Wahl Eversharp Co. 
Waltham Watch Co. 
Warner Jewelry Case Co. 
Weissman Watch Co., Inc. 
West Bend Aluminum Co. 


Supplementary List 
(Names received after earlier forms had been closed.) 


Harman Watch Co. 

Knight Leather Products Co. 
L. & M. Kahn & Co. 
Majestic Radio & Tel. Corp. 
Nippon Dry Goods Co. 


Arnstein Bros. Co. 
Automatic Radio Mfg. Co. 
Bardach & Grau 

Eichberg & Co. 
Hoffman-Goodman Mfg. Co. 


Message from President William Gibson: 


Another year has rolled around with its troubles and 
triumphs. We have had our labor pains, but, like nature, 
we are passing through them and I am confident busi- 
ness will continue to improve. 

According to Government surveys, the jewelry busi- 
ness is increasing faster than almost any other line. Are 
you getting yours? Are you going after it? Remember 
that there are dozens of household and other lines doing 
a marvelous job of advertising. They are all going after 
that small per cent of the workman’s wage that is left 
over after meeting necessary expenses. 

You will see one of the finest and largest exhibitions of 
jewelry and kindred lines at the Convention of the Na- 
tional Association of Credit Jewelers that has ever been 
brought together at one time. It will be a wonderful 
opportunity to compare them, and buy your Christmas 
stock. 

Remember that every jeweler and his staff are wel- 
come, and that there will be no registration fee. Sunday 
the 19th, will see all the exhibits open and everything 
in full swing. This will give the smaller jeweler, who 
finds it difficult to get away business hours, an oppor- 
tunity to come in for that day. 

We have never put on a more intelligent or interesting 
program, and have gone the limit for the banquet, show 
and souvenirs. 
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Helping the 
JEWELER Sell 
CHELSEA CLOCKS 






* 


House & 
Garden 


* 





* 


Fortune 
* 





These advertisements, in Fortune and House & 
Garden, open our fall campaign to help you sell 
Chelsea Clocks. Reaching the best jewelry store 
prospects in every city, this advertising tells read- 
ers to see Chelsea Clocks at their jewelers. .. . 
Latest catalogue gladly sent on request. Chelsea 
Clock Company, 288 Everett Avenue, Chelsea, 
Massachusetts. 


CHELSEA CLOCKS 








AN IMPORTANT PART OF ° 
YOUR FALL BUSINESS 


WILL BE 


. 


@ 


AFTER 


BAGS 


by WHITING & DAVIS 


S61/71 —Schiaparelli design 5” frame, top strap 
handle, coin purse and satin-covered French 
mirror fittings. Colors gold, silver or white pearl. 













$73—Schiaparelli envelope style bag. 
Coin purse and satin-covered Frenc 
mirror. 644” x 5”. 


$72—Schiaparelli “Merry 
Widow” style bag, facet mesh. 
Slide fastener, double top han- 
dles, coin purse and satin- 
covered French mirror. Size 
7x7”. Colors gold, silver or 
white pearl, 


S61/71 






NATIONALLY 
ADVERTISED 


These three new bags with several other leaders in the Fall 
line will be especially featured in Whiting & Davis half-page 
advertising in Vogue and Harper’s Bazaar and the full-page 
advertising in Good Housekeeping. 


Among the most important new designs for Fall are 
these three “After Schiaparelli” bags by Whiting & 
Davis. 


There is the real Schiaparelli touch in the way they 
combine Parisian smartness with French practicality. 
And their brilliant finishes in gold, silver and white 
pearl, are typical of Whiting & Davis workmanship. 





Your wholesaler has selected an attractive assortment 
of our new fast-selling merchandise. If unable to ob- 
tain your requirements, write us for a selection. 





WHITING & DAVIS CO, JiAinvitte 
366 FIFTH AVENUE, NEW YORK 





‘‘Hand in Hand with Fashion’ 
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Quality 
Service 


Price 


WALKER WATCH CORP. 


48 West 48th St. N. Y. City 


“The Standard of all Time’ 





HONESTY is nota virtue 


... it is good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 


purest and finest PLATINUM, Irid-Plati- 


num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 


SON has paid the highest prices for Sweeps | 


and Scrap Gold. 


| 





eee 
c% 
JEWELERS Is 
LOF ANGRLE¢ 


DIGRISGOHUS ESIGN OI 
ASWEDRNS,SIDVE NS aa 


re *BIN 





with a name plate of character 


Stanley Embossed Metal Seals or Labels reflect the quality 
in articles they adorn. They, themselves, convey an im- 
pression of quality. They help you to build prestige—use 
them on your boxes, or as tags attached to the articles 
themselves. They will not tarnish, scratch or discolor from 
use. Write today for interesting sample assortment. 


DAYTON, OHIO 


New York Sales Office: 
707 Empire State Bldg. 


THE STANLEY MFG. CO., 


STANLEY stetaitic 


Chicago Sales Office: 
714 Westminster Bldg. 
110 S. Dearborn St. 


Seals or Labels 











| 


COOPER’S POLICY of fairness and ac-| 


curacy continues unchanged... 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





always | 


| 
| 
| 


| 


| 





Our Reputation Is Our Success | 





MEADQUARTERS 
FOR SUCCESS 


Successful business men appreciate the 
need for modern comfort and conve- 
nience when they travel. And so, al- 
most invariably, they stop at The Ben- 
jamin Franklin when in Philadelphia. 
e For The Benjamin Franklin is Phila- 
delphia’s modern and convenient ho- 
tel. 1200 big comfortable rooms. Food 
that tempts the most travel-harrassed 
appetite. Service that soothes travel- 
jarred nerves. Rates that fit every travel 
budget...as low as $3.50 a day e Try The 
Benjamin Franklin yourself the next time! 


The BENJAMIN FRANKLIN 


PHILADELPHIA’S FOREMOST HOTEL 


Philadelphia 


SAMUEL EARLEY, Managing Director 
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induce Your Wealthy Customers to Collect 
Diamonds—They Are Fascinating 


By Harry L. Strauss 


EOPLE collect coins and stamps, and there are thou- 

sands of dealers catering to the wants of numismatists 
and philatelists. “he collecting hobby is joy to the person 
who has it. It gives him an interest that remains through- 
out his life. 

We have thousands of jewelers in these United States, 
who no doubt number among their friends those who can 
afford and love diamonds. Why not let every such man 
in the trade take every opportunity when a customer 
enters his store to try to interest him in a diamond, if only 
asmall one. Or if known to the jeweler that his customer 
takes an interest in the finer and rarer things, get him 
interested in collecting all the rare colors obtainable that 
are found in diamonds. 

Due to some trace of some foreign chemical in the proces: 
of crystallization, diamonds are found in all shades, from 
white to blue-white and into fancy blue colors; from what 
are known as “commercial white” to “‘silver cape” and 
“by-water,” to fancy colors of canary deeporange. From what 
is known as “fine top light brown” (with a very delicate 
high light of brown), running into ordinary shades of 
brown to coffee brown and darker to slate colors, and from 
brown to various shades in cinnamon brown. 

The brown goods are the most plentiful, but the fancy 


a J 
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New GOLD TOP Items 


INCREASE YOUR MEN'S BUSINESS 


Now that times are better, men are again in the market for many jewelry 
Men’s knives and comb and file 
3efore you stock such items, it will pay 
to see the variety and values produced under the “Gold Top” Trademark— 
a line that is the year in and year out production of a manufacturer who 
Leading wholesalers are in a 


WILL 


items—especially those with utility value. 
sets are among the easiest to sell. 


specializes in men’s jewelry exclusively. 
position to serve you. 


JEWELRY & CUTLERY NOVELTY CO. 


shades of coffee brown and cinnamon brown, while 
they do not bring high prices, are very rare and are very 
beautiful. 

Very often the bluish goods, upon careful examination 
are found with a trace of pink in them, and very rarely 
real pink colors are found. Those pink diamonds that have 
no trace of a brownish high light are the most valuable 
among the fancy colors, and rank with the fancy blue dia- 
monds in value. 

If properly “made” (in the right proportions, above 
and below the girdle), a diamond is one of the most beauti- 
ful things to look at. Its scintillating appearance has an 
appeal to everyone. It was formed by nature, thousands 
of years ago, and is practically indestructible. There is 
nothing that can reduce a diamond but the high thermal 
Only 
the abrasion caused by its own substance ground into dust 
and used on the polishing wheel with oil will shape it and 
form its many facets. 


units of the electric furnace or the oxygen torch. 


Let every jeweler interest his customers and that part 
of the public he comes in contact with. He will arouse 
interest in his own industry and it will be a source of 
profit to him. At the same time he knows that every pos- 
sessor of a diamond is deriving pleasure from the owner- 
ship; and pride in the fact that he or she has something of 
universal value. 

Think this over. Interest every one in collecting dia- 


monds among other things. Boost your own industry. 





NO. ATTLEBORO, MASS. 


NEW YORK 
9-11 Maiden Lane 


CHICAGO 
1104 Heyworth Bidg 





$574 Pocket Knife as- 
sortment—High grade en- 


gine turned and en- 
graved designs — with 
stainless steel blades. 


Made in Sterling Silver, 
Rolled Gold Plate and 
Gold Filled. 











C9i4 Comb & 
File Set. Made 
in Sterling Sil- 
ver—Gold Filled 
and Rhodium 
Hee ow Genuine 
eather cases. 
SAN FRANCISCO 


704 Market St. 
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¢ a nh. General Manager of 


|/ BOWLUS 4 CG 


akes a darin offer... 
TO JEWELERS FROM 
COAST &~ COAST 











CLIP § MAIL TODAY for | 
EXCLUSIVE RIGHTS IN YOUR CciITy ‘ 


' 
' 
0 SED UL AG MONTH CONTRACT GIVING US ' 
EACLUSWE RIGHTS FOR YouR WSO monty 4 
WIRCOW OFPLAY SthviCE H 
STORE NAME 
Apuaess vane ov ' 
overs H 


BhEee 3795 PINGREE DETROIT, MICH 
5 ' 





POSTERS ABOVE, ARE AN RAAMPLE OF THE TYPE GF WOR TRAT Wn) BL fORTHCOMIND 
mm ATTRACTIVE COLORS 






















A large 18" x 23" copy of this ad will be sent to 


any Jeweler upon request. 


BOWLUS & CO. 


3795 Pingree Street, 


Detroit, Michigan 





STYLE—VALUE and TESTED SALABILITY 
are combined in 


THE NEW CHASE LINE 


@ CHASE WATCHES are a product of a quarter of a century of 
fine watch making. 


@ Movements of dependable quality, cased in specially selected 
watch cases. 


@ An extensive variety of novelty and popular designs and sizes. 


@ Guaranteed Time-Accuracy and Service. 


“RIGHT IN 
STYLE AND 
TIME” 


BUY DIRECT 
FROM THE 
MANUFACTURER 


Chase 
Watch 
Corp. 


68 Nassau St. 
New York 


Factory: 
4 Bienne, 
633-D Switzerland 
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Window Box Office to Store 
(From page 83) 


attracted more attention than anything he had Previously 
used. It appears that he purchased, as an antique, an old 
sofa which had belonged to a family where seven daugh- 
ters had been reared and courted. When he undertook 
to repair it, he found 47 hairpins, three moustache combs, 
46 buttons, 13 needles, eight cigarettes, 15 poker chips, 34 
lumps of chewing gum, nine quill toothpicks, four button. 
hooks and vial of headache tablets. He had a card 
printed, telling the story and displayed the articles in his 
window. ‘Che crowds blocked the traffic. 
business, for he knew the value of dramatizing an event 
which to many would have meant nothing whatever, 
While a good illustration of dramatization, this however, 
is against the principle of simplicity as far as jewelry 


He did a great 


store displays are concerned. 

Another good illustration of showmanship is an incident 
in the life of Benvenuto Cellini, the greatest silversmith 
Commissioned to create a statue, he aroused 
the jealousy of the King’s favorite, one Madame 
D’Etampes. ‘This lady, in order to belittle the work of 
Cellini, dispatched couriers to Italy where they bought 
eleven of the finest statues obtainable there. On the 
appointed day, Cellini arrived at the Court with a cart 
bearing his work—only to find that Madame D’Etampes 
had inveigled the King to ride across the fields until after 
nightfall. Upon entering the Court, Cellini discovered 
eleven life-sized statues, lined along the wall. Sensing 
the plot, he set about arranging his own statue on a 
He then placed a 


of his time. 


pedestal in the center of the room. 
lighted torch in the upheld hand and arranged the eleven 
figures of Madame D’Etampes in a wide circle about his 
own, so that the light from the torch would cast grotesque 
shadows upon their faces. When the King arrived, he 
was amazed... for he saw but one statue, the work of 
his own Cellini, while about it, as though paying homage, 
stood eleven drab and disconsolate figures. Hence Cellini, 
by the dramatization of his display, had scored another 
great triumph. 

Possibly your greatest models come from the covers of 
magazines and from those illustrations which constantly 
appear in periodicals through the publicity given by your 
own national association, whose untiring efforts have re- 
sulted in thousands of illustrations in which jewelry is 
shown. 

| should make my windows the talk ot the town. | 
should endeavor to make them so interesting and distine- 
tive, that people would look forward to seeing them and 
would make a habit of looking into your windows to see 
the changes you have made. There are certain windows 
in New York which I always make a poinz of secing .. 
no matter how far away I may be, I’d rather miss a train 
than miss seeing them. ‘lwo of these are-—the Hudnut 
windows by Jules Brodeur—and the Marcus windows by 
W. B. Okie. Brodeur is probably the greatest of all 
display artists, while Okie is the greatest exponent of 
the miniature. Some of Okie’s three dimension models 
of magazine covers have been outstanding examples of 
display dramatization. 

It is not possible, of course, for everyone to create this 
type of display, yet we can at least use the work of these 
geniuses as a goal at which to aim. Let us see what could 

(Please turn to page 124) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 








ae 


tl-_ 











SOMETHING new! 





A POWDER LADLE 


ACTUAL SIZE 








PATENT DES. NO. 100,770 


Made of Sterling Silver, packed 
lined display box to retail at 50 cents each 
This ladle is made in miniature size to fill a 
Compact. The bowl of the ladle is designed to 
get all the powder without waste. 


in a velvet 


An attractive display card with each _ initial 
order. 
* 


CHARLES GRABHORN 


Manufacturer of 


and SILVER NOVELTIES 
4-6 WASHINGTON PLACE | 


Near Broadway 


NEW YORK 


GOLD 
B 4 










FPRELOUS METALS 
— ok a 


91-93 EAST KINNEY ST. 










MANUFACTURERS - REFINERS 


‘GOLD ALLOYS 


YELLOW - WHITE - GREEN 


P GOLD SOLDERS 


ALL COLORS AND KARATS 


PLATINUM SOLDERS 


1000° TO .1700° 


No. 40 Yellow Alloy is equally useful for 10kt.— 
14kt.—18kt.... Exclusively manufactured by the 


PRECIOUS 


METALS 


“NUGGET” 
ALLOYS 


a (@ NC Opmiae 
5 SO. WABASH AVE 


NEWARK, N. J. 





DICTIONARY OF GEMS 


p . ‘ ° 
Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A 
Price $1.50 Postage Paid 
This new book of all gems gives complete definitions of 
every stone used by jewelers from Achates (ancient name 
and origin of Agate) to Zircon and Zonochlorite with their 
specific gravity, chemical composition, crystallographic 
origin, hardness, refractive index, ete. 
It is a valuable ready reference list for the retail jeweler, 
manufacturer, importer and lapidary. 
Cloth bound, 7x 5Y% 


The Jewelers’ Circular-Keystone 
239 West 39th Street New York City 


58 pages, inches. 














ALLISON-KAUFMAN Co. 


MANUFACTURERS OF 
RINGS 


“CALIFORNIA GOLD” 
We invite you to see our Display, Booth 
123, at the Hotel Sherman, Chicago, 
September 19th to 22nd. 

We will be glad to inform you of our new 
Merchandising Idea and Store Coopera- 
tive Plan. 





“The Los Angeles House of Diamonds and Diamond Jewelry” 














ALWAYS DEPENDABLE 


WESTCO QUALITY LEATHER WATCH STRAPS 
CONSISTENTLY will make PROFITS for you 
OVER 80 POPULAR PRICED ASSORTMENTS 
from which to choose the Straps to meet your every requirement 


COLORFUL DISPLAYS 


WESTERMAN MFG. CO. 


136-140 W. 21st St. 
New York, N. Y- 











FOR EXCELLENT SERVICE 


ON) 
Heke -Jewel @2 Torches 


The flame is adjusted by a touch; you can 
have a sharp needle-shaped flame, hot enough to 
weld platinum, or instantly change to a big soft 
brush for annealing, tempering, soldering, etc. 

Circular J79 tells all about tt. 


Hoke, Inc., 122 Fifth Ave., New York City} 
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NEW YORK UNIVERSITY 


Division of General Education 
offers a course in 


PRECIOUS STONES 


by Prof. Geo. |. Finlay 


The following subjects will be discussed: History of Various 
Precious Stores, Geograchical Origin of Precious Stones, 
How Precious Stones Occur in Nature, Physical and Chemical 
Tests to Distinguish Natural from Synthetic Stones, Crystal 
Forms, Preparation of Stones for the Market, Processes Used 
in the Manufacture of Synthetic Stones, Methods of Pro- 
curing and Distributing Stones, Methods of Detecting Flaws, 
and Study of Exhibits of Precious Stones. 

Thursday evenings from 8:00 to 9:30 o'clock, for fifteen 
yeas September 30, at Washington Square. Fee: 
20.00. 


Registration by mail through Professor H. H. Sheldon 
cr im person at the Division of General Education, 20 
Washington Square North, New York, 
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HEADLINERS 


WALTHAM 
ELGIN 


HAMILTON 
(ZONE 8) 


INGERSOLL 
NEW HAVEN 
WESTCLOX 


SIMMONS 
CHAINS and BRACELETS 


HADLEY 
BRACELETS 


KESTENMAN 
BRACELETS 
GUINAND and GALLET 
TIMERS 
ONEIDA COMMUNITY 
SILVER 























These famous products will 
be the headliners in popular- 
ity and profits this Fall. We 
have complete stocks and 
offer prompt service in fill- 
ing and delivering your 
orders. You will find it effi- 
cient and economical to let 
us serve as your reserve 
supply. 











THE A. H. FICKEN CO. 


850 Euclid Avenue 











CLEVELAND OHIO 
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Window Box Office to Store 
(From page 122) 


be done, in some simple form, which anyone of us might 
well be able to make, or have made. quite easily, 

Figure A shows a basic display piece. It is a series of 
steps, Y-inch riser—34-inch tread. It can be used in 
four different ways—as illustrated in Figs. 2, 3, 4, 5. The 
center opening is 9% x 12 inches (the size of Vogue, 
Harper’s Bazaar and other magazine covers). Using this 
as a frame (Fig. A)—magazine covers may be inserted 
in the back “lid.” 

Choose pictures which show some piece or pieces of 
jewelry, leather goods, silver, etc. Then, use the actual 
pieces themselves (or the nearest you have on hand) and 
arrange them as neatly as possible in the exact position 
shown in the illustration. Here you will have your first 
real dramatized display, in the dainty form befitting a 
jewelry establishment. If you have imported merchandise 
—use pictures from travel magazines. Make your mer- 
chandise Jive. 

Figure B, shows this same frame being used as an 
“arena.” This can be used many times—-for many dif- 
ferent events—boxing, football (with a piece of green 
cloth at the bottom to represent grass) swimming (a mir- 
ror at the bottom for the water) skating (again the mirror 
to represent ice—the edges dusted with white talcum 
powder to represent snow) and many other sport or 
musical activities. 

Now we reverse our fixture as in Fig. C into a pyramid 
—a series of steps upon which we place a pad, covered 
with silk to form the top. Again we can dramatize events 
—sports, musicals, graduation, weddings and so on. Per- 
haps on the top we might mount two small rolls of ordi- 
nary corrugated paper—painted white, to form a trium- 
phal arch, featuring some triumph of the silversmith or 
jeweler. Or again, a sun-dial, in miniature to show the 
latest in timepieces, then a tennis match, using figures 
cut from a magazine. Actually there are so many ways 
in which to use one properly built fixture, that they would 
require endless listing. 

Now you'll say, ““That’s all right, but whom have I to 
do that sort of work?” ‘There is someone in your store 
who would /ike to do it, if given the opportunity—or if 
you have only yourself and one other—how about the 
little girl at home—or the boy, or sister’s boy or girl. Put 
them on contract—at so much a display. Failing all this, 
every town has dozens of young girls and boys who 
would love to have the chance. Then, too, you always 
have a sign writer in every town. They enjoy “‘boon- 
doggling” with things of this sort. 

Now to set off these displays— spotlight them. Buy a 
small, inexpensive spotlight and make it work hard for 
sales. A “spot” at'night, can work wonders. It has the 
happy knack of attracting attention, of arousing curiosity 
and of making your display talk. 

The foregoing, of course, is but one idea which has 
myriad uses. You'll find hundreds more in the pages of 





the very magazines you subscribe to at home . . . and 
many in your own jewelry trade magazines. If you wish 
—subscribe to some good display magazine. Your asso 


ciation can give you the names of these. 
Then, too, make your window cards as 
sible... 


“alive” as pos- 
yet keeping them as dignified as they should be. 
(Please turn to page 200) 
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WHAT BRIDES 
ARE 
READING... 


There are well over a million new brides every 
year. In the nation’s jewelry stores, they comprise a very 
important group of customers. What magazines they 
read has a very important bearing on what merchandise 
they buy. Just what these magazines are, we didn’t 
know. So we asked brides — and women soon-to-be 
brides. Here’s how we did it... 


5,282 questionnaires were mailed to women whose en- 
gagements or recent marriages were announced or 
given as news items in the social sections of 45 Sunday 
newspapers in 39 cities. There were 1,111 returns, or21%. 


SUMMARY OF INTERVIEWS 
Two Questions Were Asked: 
Question No.1: "What magazines do you, yourself, 
read regularly?” 


Question No.2: “Of these magazines is there any one 
in whose advertising pages you have 
particular confidence?” 


Question 
No.1 No.2 

Good Housekeeping . . . . . . 570 414 
Neadese Eines: se tt thls he SB 1 
MeGalte:. «660406 ee eee eo @ 45 
Commepeiiom . . 1. +s s+ +s « ss & 14 
Ladies’ Home Journal . . . . . . 238 39 
Efe -.. a « ee ee a 1 
American. Pre gee ee 14 


First 7 magazines only. Only magazines with a circula- 
tion of over 250,000 were tabulated. Details of the sur- 
vey may be had upon request. 


Note: 51% said they read Good Housekeeping. 


Of this you can be sure: You'll find that more women who are 
buying — whether they be brides or women long since brides — 
read Good Housekeeping than any other magazine. Display 
Good Housekeeping merchandise in your store — and SELL. 


Good Housekeeping 


E verywoman’s Magazine 
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ING ” 


YALL 


GORHAM’S NEW STERLING PATTERN ENDORSED BY 


GOVERNORS’ WIVES IN 5 STATES 


ERE’S Gorham’s newest sterling pat- 
tern . . . “Governor’s Lady!” When 

you see its simplicity ... dignity ... charm 
... you'll understand why the wives of 5 
eminent governors have already been cap- 
tivated by it! In fact, executive-mansion 
wives have honored this pattern by lending 
their names as sponsors. ‘They are permit- 
ting Gorham to show in national advertis- 
ing their own table settings using 


this “Governor’s Lady” for the flatware. 


Your customers will see these striking 
full-page advertisements on “Governor’s 
Lady” beginning with the September issues 
of leading national magazines. It’s the 
most unique merchandising tie-up in all 
sterling silver history! 

Be prepared with full, complete stocks 
of this new Gorham “Governor’s Lady” 
... and watch profits roll in! 





THE GORHAM COMPANY 


PROVIDENCE, R. I. + Since 1831, America’s Leading Silversmiths 
17 Maiden Lane, New York City 1226 Merchandise Mart, Chicago, II. 140 Geary Street, San Francisco, Cal. 
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PORTS TO THE FORE 


Tennis, Baseball, Golf, Football, Soccer—All in the parade of 
events of universal appeal which brings the wide-awake jeweler 
to the attention of the Sports Community .... 








Nine large silver cups 

which go to the win- 

ners of the National 
Championships. 


I: isn’t often that 


an American jeweler has the opportunity to show the 
Davis Cup, and it isn’t every jeweler in the United 
States who may show the trophy, about which the tennis 
world moves. 

But, any jeweler, in any community, anywhere in the 
United States may make the effort to corner his share of 
the trophy business of his community. 

Black, Starr & Frost-Gorham is custodian for the Davis 
Cup in America as well as for all trophies of the National 
Tennis Championships, the big American tournament 
which is held this year Sept. 2 to 11, at Forest Hills, 
L. I. and which is attracting the attention of tennis people 
everywhere. 

When the Davis Cup arrived back in this country on 
the shoulders of the stalwarts, Don Budge, Gene Mako, 
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The Davis Cup. which 
was won by the 
American Tennis 
team after a long 
absence from this 
country. 


Photos by Old Masters 





Frankie Parker and Bitsy Grant, after a long absence 
from its native shores, the glow of victory was still bright 
in every tennis-lover’s mind. 

All who stopped at the window of Black, Starr & 
Frost-Gorham, on Fifth Ave. in New York, early in 
August, were not tennis followers. Many had never 
seen the trophy, since it has been abroad since 1927. 
Many were ignorant of the significance of the big bowl. 
None, however, went away from the window without 
the impression of having seen a magnificent creation in 
silver—the most pretentious piece of its kind. 

After nearly two weeks in one of the most prominent 
windows of the store the Davis Cup was removed and 
was replaced with the nine large silver cups, which will 
go to the winners of the National Championships at For- 

(Please turn to page 151) 





























Courtesy Sterling Silversmiths Guild Photo by Dana Merrill 


A table setting display is always a helpful sales aid 


Increasing Fall Silverware Business 


By Fred E. Kunkel 


ie Fall is the 


logical time to promote silverware, particularly tor Sep- 
tember and October weddings, and for the holiday season 
—Thanksgiving and Christmas. At least so believe a 
number of Washington, D. C., jewelers, including Galt 
& Bro., which gives over 12 wall cases to hollow-ware 
and two large counter cases to flat ware, and makes a 
drive through store and window displays, and newspaper 
advertising. 

A window drive with a mass display of flatware, for 
which regular forms are built which tip the trays at an 
angle, has been found to catch the eye of the passerby, 





the Piece 
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SILVER cuss INVITED 
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AMERICA’S OLDEST JEWELERS 


KIRK STERLING 





A Conditioned for Your Comtor 
@ * 


while table settings in the store including set-ups for SILVERWARE 
formal dinners, luncheons, breakfasts, etc., catch the eye snisiieiciiiieaaiaai 
of the shopper and casual store visitor. ee aa 

Table settings are also placed in the windows at dif- a aaa aieiai 


irgton at Galt's The Mayflower illustrated on the ¢ 


ferent times, and special table displays in the store in- 
clude silver chests, at different price ranges, one com- 
paratively inexpensive and the other very luxurious and 
costly. The silver is priced separately as to chest and 
silver, also showing the complete price total for both. 

Newspaper advertising is used continuously almost 
every week in the local Shopping News only, not other 

(Please turn to page 130) 
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4 ' 
e Wallace’s pledges full protection for 
and co-operation with America’s retail jewelers. 
e A full program of national advertis- 


ing for both Sterling Silver Shod and Luxor Plate. 


Leading Magazines: Ladies Home Journal « Pictorial Review + Better Homes & 
Gardens + Photoplay + House & Garden « Vogue « House Beautiful « Town & Country 


Social Spectator + Harpers . . . will display Wallace’s compelling advertisements. 


Attention arresting displays - Decorators Arts & Crafts 
certified chests - outstanding promotions -a sales generat- 


ing program of co-operation has been prepared for you. 


h. WALLACE & SONS MEG. CO. 


WALLINGFORD, CONN. 





* 


NEW YORK: 362 FIFTH AVE. CHICAGO: 10 SO. WABASH AVE. 
PHILADELPHIA: 12S0. 12th ST. SAN FRANCISCO: 140 GEARY ST. 
LOS ANGELES: 811 W. SEVENTH ST. 





WALLACE SILVERSMITHS - FOUNDED 1835 
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Courtesy Pictorial Review and International Silver Co. 


Increasing Fall Silverware Business 
(From page 128) 
papers. Silverware is featured as wedding, anniversary 
gifts, and gifts for the home. 
A sales message may read: 
GIFT 


SILVER—THE IDEAL FOR 


THE HOME 

Both useful and beautiful 

plete set or just the beginning of a set in 
one of the new and modern designs. 


Select a com- 


and a King Edward pattern used as an illustration. 

Other fall ads appeal to “the brides of today,’ and in 
between advertisements are run on silver jewelry. Every 
six months the store stresses ‘“‘no die charge,’’ when the 
factory puts a pattern on the inactive list, and takes 
orders. That is a month or two ahead of time the store 
advertises them, and has done a nice business in that 
way. 

Another favorite method of gaining an entering wedge 
into the desire to collect silver is the suggestion to “pre- 
sent the baby with sterling silver,” as ““The present with 
a future ... the constant instructive companion of baby’s 
precious infant days, and destined to become mother’s 
priceless heirloom in the years to come,” featuring a 
child’s cup, bowl and plate, for example. 


R. Harris & Co. 


R. Harris & Co. finds toilet ware a good silverware 
item to make a special drive on in the fall, and find flat- 


130 


W/ 


A smart table setting for 
the Fall Bride will attract 


customer attention 








Photo by Dana Merrill 


ware a good seller. With them, however, silverware is 
a good year-round seller, but October and November 
always prove big months, with June also very good. 


They do two things to promote silverware in the tall 
months. They go after the windows and use a large and 
very elaborate window display, devoting one whole win- 
dow to silverware and creating a display which 1s bound 
to catch the eye. (This is done three times a year, just 
before June, and in September’ and in December. ) 


How to Plan Wedding Sales 


Then they use a direct mail piece which is bought and 
sent to people on a bought mailing list of ‘“‘brides- 
to-be.” They used to get up their own mailing list but 
found it far less effective than a bought list which is 99 
per cent accurate. They circulate the entire list which 
may run anywhere from 1000 to 2000 names. 

With this list they also use their own mailing list 
which is their own price list showing 32 best patterns 
carried in stock. This list is revised each February, after 
the holiday season is over, and brings out the patterns 
which in the past 12 months have sold best. “Sterling 
Silver is a permanent investment in beauty,” the head- 
lines proclaim. 


The inside of the circular shows the design of the 32- 
pieces and features Stieff, for which the company is the 
exclusive agent. 

The store also finds that many people buy a few pieces 
at a time which is 1eally the backbone of the silver busi- 


(Please turn to page 132) 
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BORN ! 


Do you know that there is a defini: 
trend away from the lacy, airy sterling 
silver patterns? ... that sterling design 
is swinging to the bold, simple, sculp 
tured type of motif? 








LEADING THE 
JULIANA.... 


FASHION EDITORS have reproduced it in their editorial pages as outstanding 


among 1937 sterling tableware . 


se BRIDES OF 1937, with countless patterns to choose from, have selected Juliana 


in increasingly greater numbers . 


vy JEWELERS THEMSELVES have “said it with orders”... reordering Juliana 


againl and again 7 advertising it in their Own space.. 


ke FOR YOU, W atson has prepared complete selling helps on Juliana eee window 
displays + + » cCOunter cards eee folders + « « newspaper mats... to help you profit 
from this new trend. The Watson Company, Attleboro, Mass., New York * 4&'@ 
Chicago . . . Los Angeles. 





TREND IS 






NATIONALLY ADVERTISED GET FULL INFORMATION NOW! 


in one of the largest campaigns we have ever devoted toa single 











pattern. Vogue, House Beautiful, House & Garden, Town & THE WATSON COMPANY 
Country, Harper’s, and Brides Magazine. 897 Watson Park, Attleboro, Mass. 


Please send me, without cost or obligation, full 


Watson & W ¥3 Sterling eo ise 











TRAOE MARK seeccaneeeeceeeeseeeceeeeeeecensteneecscneaseeensssssssasssonenenseceaeenenen see 
STERLING SILVER EXCLUSIVELY...FOR OVER SIXTY YEARS (oe 
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Increasing Fall Silver Business 
(From page 130) 


ness. That is they won’t sell nearly as many complete 
chests as a lot of small pieces under $50. 


Pearson & Crain 


Pearson & Crain find it an advantage in selling silver- 
ware to feature articles as bridge prizes for bridge clubs 
and to contact the various public bridge ciubs in the city, 
as well as individual bridge and card party prizes. 

They have found for instance that sandwich trays are 
good sellers and that holloware is better than flatware. 
They feature both, however, in store displays, and make 
a play for the wedding business which usually takes place 
in October. This store has a policy of never doing any 
advertising, and relies upon store and window displays 
to sell merchandise. 

Isidor Shah of Shah & Shah finds it a good idea in 
promoting silver to donate some small piece to every 
couple buying a wedding ring. That is when they make 
a sale of a ring, they start off the newlyweds with a 
piece of silverware. 

Most jewelers think that when they sell a ring, they 
have gotten the business and they don’t have to spend 
any more, but if Shah & Shah make a sale and the newly- 
weds haven’t any silver they start them off with a small 
piece, and in that way induce repeat business. 

In fact in the majority of cases it has been found that 
the parents of both parties, seeing this item of silverware, 
immediately decide that it would be a good idea to give 


them another piece, and forthwith repair to the store and 
buy a piece; or frequently it is suggested by the newly- 
weds to relatives and close friends who thus buy them 
as wedding gifts. 

“It is an excellent way to get them started,” explained 
Mr. Shah, “and to get them thinking about silver. Why 
spend money on advertising to bring them in and sell 
them something, then quit? We found this very effective 
as a business builder, and have gotten some very won- 
derful results from the idea. 

“We give them most anything that we think will please 
them, any item costing us $2 to $3, which we give them 
when they come in and buy a ring and pay $100 or more 
for it. We don’t follow the thought that now that we 
have sold the ring, why give them something more, but 
we want their business later on . . . all through their 
married life. We want the return business. 

“Tf someone came to us and said, ‘If I can sell you a 
$100 ring, will you give me $10 commission?” nine out 
of 10 jewelers would be tempted to give them that com- 
mission. Instead of giving it to someone else, we would 
rather give it to the customer. And we find it pays good 
dividends.” 

Jewelers generally find that one or two table settings 
in the store of different patterns from October through 
December, help to promote silverware sales for weddings 
and as gifts. “Goods properly displayed will sell it,” 
they say, “but it has to be fine merchandise. lhe cus- 
tomers see it, want it, and while they may not buy as 
expensive a set, they will look around and pick out some- 
thing that suits their fancy, taste and pocketbook.” 
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YEAR JUBILEE 


an complete sets in 


1847 ROGERS BROS 
(110K FOR THE VEAR MARK +447 


STHER SETS PRICED 
AS 


Law AS 
‘$0.00 


AN UNUSUALLY 
BEAUTIFUL 
FULL-COLOR 
WINDOW DISPLAY 
Five 
separate pieces 
easily adapted to 
windows 
of any size 







“First Love’ Serving Fork + #1.50 Value for 45c 
_ A SURE-FIRE TRAFFIC BUILDER 
Featured in Radio and Magazine Advertising 


ar! 


A] R 


saith 


1847 ROGERS BROS. 


AMERICAS PIMEST SILAVERPLATE 


DRAMATIC 
MAGAZINE ADVERTISIM 


magazines ... the type of advertising ia) 
gets top reading. Schedule now includes 
color, full-page advertisements in Bet 
Homes and Gardens . . . Pictorial Ret 
Delineator... Life... True Story... 0m 
and white full pages in Fortune. 






A PRODUCT OF INTERNATION! & 


WILL SELL ON SIGHT BECAUSE — 


It has unique sterling features applied for 
the first time to plate. 


BAll “First Love’ Sets of 60 pieces or more 
are at special goth Year Jubilee prices. 


New Chests .. . New Displays enable you to 
build traffic-stopping windows. 


47 ROGERS BROS. 


‘MERICA‘S FINEST SILVERPLATE 


YER CO., MERIDEN, CONN. 


A pattern of breath-taking loveliness with 
richness of detail and height of ornamen- 
tation heretofore possible only in sterling. 














Introducing 


Z 





7 Jove 


a gorgeous new pattern 
craftsmanship never 
before possible except 
in sterling. 


Special Introductory Offer 
For a limited time you ¢ap 
offer your customers the special 
First Love Serving Fork for 
only 45c—a $1.50 value. You 
can sell hundreds of them x 
this price and every customer 
for a serving fork is a potential 
customer for a complete set, 


1847 ROGERS BROS. 


Presented in the new Revelation Chest . .. a cabinet of beautifully grained wood with a clear Kodaloid top that 
opens with a touch. Offer your customers the greatest values ever offered in silverplate. Place your orders now ... 
be prepared for greatly increased Fall business. Powerful National Advertising—a Magnificent Hollywood Radio Show 
and a SPECIAL Introductory offer will make your customers silverware conscious. 


MASCHMEYER - RICHARDS SILVER CO. 
315 No. 7th St., St. Louis, Mo. 


AUTHORIZED WHOLESALE DISTRIBUTOR FOR 1847 ROGERS BROS. & WM. ROGERS & SON 








1847 ROGERS BROS. present: 
“First Love’’. .. GORGEOUS NEW PATTERN 


Craftsmanship never before possible except in Sterling 


A smart new pattern, presented in an unusual new chest. First Love will build 
traffic in your store . . . increase your volume of sales . . . create new profits. 
Introductory Offer, Special Serving Fork . . . a $1.50 value for only 45c ... 
puts this new pattern in your customers’ homes. They are sure to ask about 
the larger sets at attractive Jubilee Savings. Place your orders now for your 
share of a great season’s business. 


Ta The “REVELATION” 
hit od te ne 
i | ail \i\ 8 CHEST 
H 


ee 


om h Inia : Beautifully grained wood 
y } 3 w. Bhi) cabinet with top of clearest 
yi Fh ERR Kodaloid that rolls open with 


a touch. Lined with prevent- 


ey 


tarnish lustre velvet. 





Established 1864 


D. C. PERCIVAL & CO., INC. 


APPROVED WHOLESALE DISTRIBUTOR 
NO GOODS AT RETAIL 











373 WASHINGTON ST. BOSTON, MASS. 
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Ewing Galloway 


@ The approved de 
sign of “First Love.” 
modeled in red wax 
Modeling is the giv- 
ng of form to a de- 
sign in a plastic ma- 
terial, and requires 
the skill not only of 
a craftsman but of an 
artist. The origina 
hand-made spoon: is 
modeled as well as a 
large master model 
for use on the die- 
cutting machine 


A NEW PATTERN IS MADE 


[., “First Love” 1847 
Rogers Bros. has produced a silverplated pattern with 
highly raised ornamentation without a hollowed out back, 
the profile of the pattern has been streamlined, and deli- 
cately modeled chasing has been placed in the bowls or 
tines of the serving spoon, serving fork, sugar spoon, long 
server, round server and special small serving fork. 
In making such a pattern, after the hand-chased metal 
models and master models are completed and approved, 


Ewing Galloway 


P 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 


steel dies for stamping the pattern are roughed out on the 
die-cutting machine (left, below). Then the dies are cut 
by artist-experts and hardened. 

Now we start with actual manufacturing. Three shifts 
of men are employed on 8-hour schedules in the making of 
nickel silver—composed of 64 per cent copper, 18 per 
cent zinc, and 18 per cent nickel. The metal that is being 
poured into iron molds (right, below) is 2400 degrees F. 


(Continued on next page) 











A NEW PATTERN IS MADE (continued) 


y Sb TEANG 





Ewing Galloway photos 


THE 90-POUND bars of nickel silver are reduced on this machine from | AFTER TESTING, the long strips are sent through a blanking machine 
a thickness of 1% inch to a thickness of proper gauge for the making which cuts the metal into small individual pieces for the making of 
of spoons, forks, etc. Eleven passes through these steel rolls that spoons and forks. The pieces are squeezed in the narrowest part to 

weigh 6000 pounds each bring the thickness to Y inch. give greater strength to the shank of the spoon. (Continued.) 





> 
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SILVERPLATE 
That Looks Like Sterling! 
in the famous 
1847 ROGERS BROS. 


America’s Finest Silverplate 


ll = ) rT 
STivst ha 


Here is a real value that your 
customers will buy and buy and 
buy. First Love, 1847 Rogers 
Bros.’ newest pattern, looks 
just like Sterling with its high- 
raised motif and exquisite de- 
sign. Be prepared for extra 
business and more préfits with 
this line by placing your orders 
with us now. 

Illustrated at left is the new 
Revelation Chest with clear 
Kodaloid top that rolls open 
at a touch. Matched-grain wood 
cabinet, lined with prevent 
tarnish lustre velvet. 





With its high-raised motif and streamline design, First Love 
is sure to find instant popularity with your customers. 


M. SICKLES & SONS, INC. 


904-6 CHESTNUT ST., PHILADELPHIA, PA. 
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A Window Display Designed to 


STOP THEM and SELL THEM! 


Bring old and new customers into 
your store with a smashing win- 
dow display of First Love offering 
the greatest values in our silver- 


plate history ...a sensational new 
pattern never before possible ex- 
cept in sterling ... gorgeous new 


containers—the Revelation Chest 
with Kodaloid top and rich walnut- 
grained base and other smart new 
chests. A magnificent new Holly- 
wood radio show will bring First 
Love to your customers in a real 
pre-vue manner. 











Special Introductory Offer 


For a limited time you can offer your customers the special First Love serving fork for 
only 45c—a $1.50 value. You can sell hundreds of them at this price and every customer 
for a serving fork is a potential customer for First Love sets. 

Jubilee Prices on Sets of 60 Pieces or More 


Consumer savings of $11.50 to $20.50 are offered on larger services—savings every cus- 
tomer will want to take advantage of. 


GET YOUR ORDER IN NOW for prompt delivery. Shipments start early in September. 
APPROVED WHOLESALE DISTRIBUTOR 


AISENSTEIN & GORDON 


Incor porated 


712-14 SANSOM ST. PHILADELPHIA 

















A NEW HEADLINER 


Silverplate you will be proud to offer your 
customers . . . Sterling-like modeling and 
design never before possible except in Ster- 
ling. Jubilee savings on sets of 60 pieces or 


more ... attractive new chests . . . Special 
Introductory Offer of $1.50 Serving Fork for 
only 45c . . . will greatly increase traffic for 


Fall business. Place your orders with us for 
immediate delivery. 


bhp Jove 
1847 ROGERS BROS. 








Controlled Distribution carries on. It means full protection on every sale you 
make. As one of the Approved Wholesale Distributors of the International Silver 
Company products we solicit your cooperation. 


THE E. H. PUDRITH CO. 


10th Floor—Mich. Theater Bldg. 
DETROIT, MICH. 


APPROVED WHOLESALE DISTRIBUTOR 
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A NEW PATTERN iS MADE (continued) 


“at 








A WINNER 


zZ 


Jp fove 


With its high-raised motif 
and streamline design — is 
sure to find instant popularity 
with your customers — is sure 
to be A Winner. 





Hitch your wagon to this star— 
1847 ROGERS BROS. 
America’s Finest Silverplate 


Again the consumer is of- 
fered attractive savings on 
Jubilee Services of eights and 
twelves . . . the Revelation 
Chest with transparent Koda- 
loid top and lustre velvet, 
prevent-tarnish lining and a 
Special Introductory offer of a 
$1.50 Serving Fork for only 
45¢ 





Ewing Galloway photos 

GRADE ROLLING distributes the metal to the proper thickness, and 

then the graded metal blanks are cut by means of a pair of steel dies 
to the outline of the pattern. 


Be sure to order now... and 
order enough 1847 Rogers 
Bros. Silverplate to meet the 
sucreased demand. Our stock 
is complete and we can fill 
your orders for immediate 
delivery. 


GRAF NER BROS. 


818 LIBERTY AVE. 
PITTSBURGH, PA. 











FIRST LOVE . . . A New Idea in Silver- 
plate Craftsmanship Never Before 
Possible Except in STERLING 


If you have been searching for some- 
thing new to increase your sales and 
profits . . . here is a pattern in 1847 
Rogers Bros. that is far ahead of the 
field. It is sure to bring many old and 
new customers into your store. 


“REVELATION” CHEST 


Beautifully matched walnut grained cab- 
inet with a clear Kodaloid top. Keeps 
out dust and prevents tarnish. Excep- 
tional display appeal. 

Order your chests of this new pattern 
now ... wecan fill your orders promptly. 
Ask about the Special Introductory offer 
of First Love Serving Forks. 





STAMPING THE BOWL: The raetal blank is placed over a steel die 

which has been cut the shape of a spoon bowl. The blow from the 

steel force, also shaped like a bowl in the convex, attached to the 
drop hammer, forms the bowl. 








THE HANDLE 
design is pro- 
duced in a drop 
press by the use 
of two steel dies 
into which has 
been cut the pat- 
tern. The lower 
die makes the 
design for the 
front of the 

















handle. 
See our line at the Credit Jewelers Convention, 
Hotel Sherman, Chicago 
A. COHEN & SONS CORP. 
584 Broadway New York, N. Y. a 
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iS MADE (continued) 


A NEW PATTERN 








Ewing Galloway photos 

SAND BUFFING: A smooth surface is given to the metal blanks by 

the use of fine grain and a high speed revolving buff wheel. All the | 

surfaces of a spoon have to be sand buffed. A different shaped buff 

wheel must be used for each part buffed. Sixteen separate operations | 
are used to give the proper finish to the metal blanks. 


SILVERPLATE . . That SELLS! 


Craftsmanship Never Before Possible 


Except in Sterling 
1847 Rogers Bros. . . . alert to 
the latest trends in the Silver- 


plate field, present 


Z, 


7p fOve 


A truly sensational pattern, Stunning 
in design, with Buy-appeal to make it 
2n outstanding and profitable line to 





handle. 


Be sure to order NOW ... and order 
enough 1847 Rogers Bros. Silverplate 
to meet the increased demand. 


Our stock is complete and 
we can fill your orders for 
immediate delivery. 


ALEX. SABIN & SONS, Ine. 


WHOLESALE JEWELERS 





20 East Broadway New York City 








FINE GRAIN pumice is used in this operation. . . . The final potizhinz 
operation before electro-plating 














A Combination 


that is sure to pro- 
duce more sales 
and greater 
profits 


@ A pattern of un- 
usual loveliness 
with craftsman- 
ship heretofore 
possible only in 
Sterling. 


@®Revelation 
Chest. Beautiful 
grained woad cab- 
inet with clear 
Kodaloid top that 


opens at a touch. 


@ Special Serving 
Fork offer to bring 
many old and new 
customers into 
your store ...a 
$1.50 value for 
only 45c ... 


OUR STOCKS OF ALL LINES ARE COMPLETE 
AND OUR SERVICE WILL BE PROMPT. 


B. KLEITZ & BRO. CO. 


WHOLESALE JEWELERS 


Diamonds 


WATCHES - JEWELRY - SILVERWARE - CLOCKS 
KLEITZ BUILDING, SIXTH & MARKET STREETS 
WILMINGTON, DELAWARE 
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A NEW PATTERN IS MADE (concluded) 


Build New Business 


WITH SILVERPLATE 
THAT LOOKS 
LIKE STERLING! 


First Love brings a 
new Sterling - like 
craftsmanship to the 
silverplate field. Con- 
sumer demand for 
this new 1847 Rogers 
Bros. pattern will be 
great. Dealers who 
have seen First Love 
are hailing it as a sure 
profit-maker. 


Special Serving Fork 
offer ... a $1.50 value 
for 45¢ to introduce 
this pattern to the 
public. Order an ade- 
quate stock of First 
Love in time to get 
your share of this 
new business. 





THE SAMUEL WEINHAUS COMPANY yee 
720-722 PENN AVE., PITTSBURGH, PA. Ewing Galloway photos 

ELECTROPLATING. The thoroughly cleaned nickel silver spoons or 

forks are placed in the plating tank on racks that revolve. Also in the 

tank are placed bars of pure silver (anodes) and by the use of electric 

current, small particles of silver break away from the solid bars and 

travel through the cyanide solution, depositing themselves onto the 

nickel silver spoons or forks (cathodes.) 








Zz 


pfOVe 


@ If Cellini would be 


commissioned to de- 
sign a pattern in silver, 
‘First Love’ in 1847 
Rogers Bros. would be 


selected as the most 


ROUGE BUFFING: After plating the piece is given a high polish by 
the use of rouge and a fast revolving cloth wheel. 


magnificent pattern 
ever introduced in plat- 


ed silve rware. 


BLUSTEIN 
COMPANY, Ine. 


817 G St., N. W., 


WASHINGTON D. C. 
Approved Wholesale 
DISTRIBUTORS 
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Is Your Store Gift Headquarters? 


“The jewelry business should be ‘gift head- 
quarters’ and if it is a ‘gift’ the jewelry store 
should be the logical place to go first,” said a 
Long Island jeweler, who added: 

“The things we do not rave about generally 
sell best. The public’s taste is not 100 per cent 
arty or esthetic. Mrs. Smith often buys things 
I think are terrible because she thinks they 
are cute.” 

In Massachusetts at least one gift-conscious jeweler 
js dreaming of national promotion for gift departments. 
“If gift department merchandise could be promoted na- 
tionally as watches have been, sales would increase tre- 
mendously.” 

The salespeople in a gift department must be far above 
the average, and have the background to suggest the 
proper things, it was brought out by a Pennsylvania 
jeweler whose gift department grosses more than $40,000 
annually. ‘Unless a salesperson is used to living with 
the nice things he wishes to sell and knows their proper 
use, he will meet with defeat.” 

“Gift salesmen should have a better under- 
standing of the merchandise they offer for 
sale,” another reply to the questionnaire 
echoed. 

To a North Carolina jeweler whose gift department 
is especially successful with chinaware, glassware, lamps 
and trays, the possibilities of a gift department are “gigan- 
tic.” A Marylander was as enthusiastically unrestrained. 
To him the possibilities are “unlimited.” 


Jewelers’ gift departments are expanding in size and 
number. As a random example of the former, an Illinois 
jeweler said: 

“We have had our gift shop only two years. 

We find it such a nice addition to our store 

that we are almost doubling the shelf space.” 

Many stores without a gift department at present will 
have one in shape before the holiday season, in several 
instances devoting separate rooms of various sizes to the 
new enterprise. Several other jewelers, unable to house 
their gift department in a separate room, are devoting 40 
feet or more of table and showcase space down a whole 
side of their stores. 


Dealer Helps on the Sale of Chinaware 


In any instance when stocking fine chinaware the im- 
porter is very glad to furnish information on the making 
of this china, the ingredients, its comparative quality with 
other chinaware on the market, how the designs are made 
and how originated. Literature which is furnished by 
the manufacturer or importer giving historical and inter- 
esting data will enable the salespersons to interest their 
customer in a particular brand. A customer is intrigued 
by a talk from a salesperson naming the artist who de- 
signed the china, and that he copied the design from a 
certain piece of silverware or old service used by such and 
such a person in days gone by. 





580 Fifth Avenue 





Louis Patches 


“TIMEPIECES THAT SATISFY” 


LOUIS WATCH Co., I NC. 
New York, N. Y. 
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PROPER LIGHTING AIDS 
LAMP SALES 


by 
E P. HAWLEY 


The retail seller 


of lamps, as well as other live up-to-date merchants, wants 
to make his service to customers as complete as possible. 
There is one product which will enable him to do this and 
he will find customers more than receptive to suggestions 
concerning its use. 

The average woman who purchases a lamp today has 
not the slightest idea what size bulb to use to light it 
properly. She buys the lamp from the jeweler or any 
other gift shop where lamps are sold and when she re- 
ceives it at home, takes a bulb out of the nearest fixture, 
puts it in the new lamp and lights it. The lamp stays 
just that way until she remembers to go to the electrical 
store to buy the right wattage bulb. In the meantime 
the lamp is not entirely satisfactory, due to incomplete 
service on the part of the store where the lamp was pur- 
chased. 

The improper lighting of lamps, because the wrong 
bulb has been used, can result in permanent dissatisfac- 
tion with a beautiful lamp. There are certain lamps for 
definite purposes. A bulb of 60 watts is usuaily used 
in a lamp for reading purposes. If the woman places a 
40 or 100 watt bulb into a lamp which will be used 
for reading, she is not getting the proper amount of 
light, either too little or too much. The book which is 
being read is either in a shadow or glare and she blames 
it on the lamp, not on the bulb. She thinks the fixture 
is too high or too low and tries her best to adjust it, but 
in spite of this, it is giving too strong or too weak a light 
for the purpose she requires. 

Silk shades are made with linings to eliminate the 
contour of a lighted bulb if the bulb used is not too 
strong. A silk lamp shade made to take a bulb up to 
60 watts without showing the contour of the bulb 
through will show the contour of the 100 watt bulb. If 
the incorrect wattage is used on a dark shade, the shade 
will either be too dark or lightened too much, depending 
upon which bulb has been used. Parchment shades, either 
antique or tinted, when improperly lighted, take the 
beauty and effect away from the lamp which the shade 
maker was striving for. 

It is such a simple matter to make lamp sales complete 
with bulbs. Many lamp stores have done it successfully. 
Bulbs can be purchased in quantity at a small discount 


new 
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Right — Table 
lamp showing 
trend 
styling. 


in 





Photos by courtesy of 
Steele & Johnson 











Left—new _ table 
lamp for the 
jewelry trade. 


from the electrical jobber nearest you. Inside frosted 
Mazda lamp bulbs ranging from 25 watts to 60 watts 
sell at a very low cost. The cost of the required number 
of bulbs to sell a lamp complete can be covered in the 
price of the lamp to the customer. 

In order to make sales complete and accomplish «his 
successfully, the jeweler must display lamps properly and 
completely equipped in his store. Sales are made easier 
and quicker if the lamps look right. The appearance of 
a lamp is ruined if the wrong wattage bulb is used. 

Another thing which must be taken into consideration 
is the actual size of the bulb. Many table lamps have 

(Please turn to page 151) 
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inbee pioneered in sale 


Q 


of DOLLAR Handbags thru 
the finest type of jewelry 
stores. Elanbee Handbags 
are specially designed to 
tie in with the character 


of such stores. 


A notable list of repre- 
sentative jewelers are 
profiting through the suc- 
cessful operation of the 
Elanbee Plan. They find it 
o valuable asset, attract- 
ing new customers in their 
stores and bringing them 


back season after season. 


lf you are interested in 
capitalizing on the popu- 
Cli NMOL POLGW\ Minlolalololele 
thru this Plan, if is 
advisable to write at once 


for details. 




























A unique method of mer- 
chandising smart ‘‘DOLLAR” 
Handbag Departments 
assuring: 


Mammo lelolgelat-\-fo Ml ol ge) ii mamola 
every sale. 


Year round profit without 
investment. 


A merchandising plan that 
eliminates transportation 
costs, buying expenses, 
markdowns and seasonal 
olga Zeha-1a 3 


The smartest line of DOLLAR 
Handbags in your city. 


The first showing of new 
merchandise every season. 


Quality merchandise that 
will make your store the 
headquarters for smart 
alelalelelorers 


Attractive window and 
counter display cards. 


A well stocked, up to the 
minute department thru- 
out each season. 


ELANBEE HANDBAGS ARE MAKING PROGRESSIVE JEWELRY STORES 


THE HEADQUARTERS FOR WOMAN’S MOST IMPORTANT ACCESSORY. 


ne 





—_—_— <-> | a 
ELANBEE SALES COMPANY, INC. 


19 EAST 22nd STREET, 


NEW YORK CITY 




















COMPACTS, BOOK ENDS AND GLASSWARE ARE THE MOST WIDELY STOCKED GIFT ITEMs 





ite as 


























COPPER COSTUME DESK CART 


oe 
ANTIQUES ARTIFL ATOMIZERS GAGS BINOCULARS BOOK CALENDARS CANDLES CHINA CHROMIN COMPACTS MEN 
FLOWERS Enos WARE Gooos JEWELRY wae WARE 
ESSORNES 














ELECTL GLASSWARE GR'TING HAND FOGD LAMPS; LEATHER MIRRORS PERFUME PHOTO PICTURES PLAYING PORCELAIN POTT- RELiGious Teaveung ’ 


APPUANCES CARDS ALUMINUM SHADES SPCLTIES FRAMES CARDS ERY GOODS Casts 


Costume jewelry, chrome ware and leather specialties are stocked by more than 50 per cent of the jewelry stores which took part in this “‘who-stocks- 
what” survey of the nation’s gift business. Photo frames, lamp shades, porcelain and pottery are the next most popular merchandise. 


Selling Giftwares? 78 Per Cent Say Yes 


EWELRY store dominance in the gift field was spot- 
lighted by the result of a gift-merchandising question- 

naire sent recently by this journal to representative retail 
jewelers from coast to coast. Seventy-eight per cent of 
those who replied indicated that they have developed the 
gift end of their business to such an extent that they have 
shops or departments separate and distinct in location 
and character of merchandise. 

Projected to cover all jewelry stores, this indicates that 
54 per cent more jewelry stores have gift departments in 
1937 than seven years ago. 

Intense interest in following every development of the 
giftwares market was indicated not only by the large 
majority of jewelers now operating gift departments but 
by many of those at present without such departments. 

Question: If you do not operate a gift department are 
you interested in the subject? 

Eighteen per cent said “Yes.” 
answer. 

Question: Is advertising of new gift merchandise in 
THE JEWELERS’ CIRCULAR-KEYSTONE of value to you? 

Seventy-seven per cent said “Yes.” Two per cent said 
“No.” Twenty-one per cent did not answer. 

Question: Would an information bureau be of value to 
you when looking for goods that you have a call for? 

Ninety per cent said “Yes.” Four per cent said “No.” 
Six per cent did not answer. 

The giftwares movement, which has caused so wide- 
spread a change in character of retail jewelers’ stocks. is 
due to a combination of public demand for the goods 
and the need of stock diversification and more rapid turn- 
over for the jeweler, as well as having a transient trade 
coming into their stores. 

Jewelers have been more successful than other dealers 
in attracting the gift trade and handling it, although 
some of this business has gone to drug stores and other 
outlets. 

Shops devoted wholly to the sale of gift lines have suf- 
fered a high percentage of mortality, many finding cir- 
culating libraries, laundry agencies, greeting cards and 
similar adjuncts necessary to keep going. The gift busi- 
ness appears to be an accessory, rather than a primary 
business, and thrives best in the atmosphere of the jewelry 


Six per cent did not 
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store, which is looked up to in most communities as head- 
quarters for fine goods. 

Estimate of the volume of business in dollars and cents 
is a practical impossibility. This is due to lack of separa- 
tion in the jewelers own records and because it is diffi- 
cult to draw the line of demarcation between certain gift 
goods and jewelry goods with any degree of precision. 
Silver and plated novelties, low priced clocks, costume 
jewelry, glassware, china, leatherware, and miscellaneous 
art objects may be sold in either the jewelry or gift de- 
partment, or both, according to the quality of the article, 
the standing merchandising methods and general policy 
of the store. Likewise manufacturers and importers dis- 
tribute both jewelry and other outlets. 

It is nevertheless true that the part of the retail jewel- 
er’s’ business which now consists of these “allied” lines, 
as contrasted to the old time staples, runs into many mil- 
lions of dollars per annum. The business is growing 
rapidly and steadily. As already stated, retail jewelers 
make up a large proportion of the total number of retail 
outlets for the manufacturers and importers of such goods. 


STORE TRAFFIC AND VOLUME 


Though advantages of a gift department in the jewelry 
store are legion, practically every reply to the question- 
naire mentioned either increased store traffic or additional 
volume as the chief. “It brings in people not ordinarily 
interested in jewelry buying, thereby creating more pros- 
pective customers,” said one who pioneered in the gift 
business, and this thought was expressed in a great many 
replies. 


“It took our business out of the red,” en- 
thused an Indiana jeweler. “The jeweler must 
have a gift section. A profit is made by gifts 
sold, and the extra store traffic increases 
jewelry sales.” 

“Customers come to the gift department who 
are not interested in the higher priced items 
usually found in a jewelry store,” commented 
the woman supervisor of an Oklahoma jewelry 
store. Another woman, this time the owner- 
manager of a jewelry and gift shop in Illinois, 
worded the same idea in this manner: “The 
gift department makes people realize that not 
everything in a jewery store is high priced.” 
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PRICES 
have been 

CUT 
on more 
than 
half 
of all 
our 
Items. 












THE NEW CATALOGUE 


which will help you enjoy 
THE BEST SEASON 
YOU EVER HAD 







ous 
world fam 
. 
sot tg sculpt? 
artis 


Send 
in 
your 
orders 
early 
to get 
prompt 
shipping 
and give 
you a 
long 
season. 





Presenting all of the creations which 
have been hits at every Gift Show in which they 
were exhibited. Be sure to get your copies. 


McClelland Barclay Art Products, Inc. 


. ; 305 East 45th Street, New York 
The latest move in our policy, 


which is not to sell you goods, but 


to HELP YOU SELL. Downtown Display: MOLLIE BOYNTON, INC., 225 Fifth Ave. 


Western Headquarters: 15-111 The Merchandise Mart, Chicago 
New England Headquarters: 655 Boylston St., Boston 
Canadian Headquarters: 229 Yonge St., Toronto 
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Revised Key to Watch Companies 


Names and addresses of a few watch companies inadvertantly were omitted from page 108 of ‘THE JEWELERS’ Cipcy. 
LAR-KEYSTONE for August, and a corrected list is printed herewith. Reference to pages 88 to 109 of the August issue 
will make the following tabulation useful and worthwhile. 


KEY NAME COMPANY NAME STREET NO. Grrr 
Ace Ace Watch Corp. 80 Nassau St. New York 
Accro Bond Accro Bond Watch Co. 180 Broadway New York 
Adams Adams Watch Co., Inc. .150 Lafayette St. New York 
Adels L. Adels Co. 64+ W. 48th St. New York 
Aisenstein Aisenstein-Woronock & Sons, Inc. 630 Fifth Ave. New York 
Alwin Alwin Watch Co., Inc. 154 Nassau St. New York 
Aristo Aristo Import Co., Inc. 630 Fifth Ave. New York 
Bayer P & M Bayer, Pretzfelder & Mills, Inc. 15 Maiden Lane New York 
Bedford Bedford Watch Co., Inc. 116 Nassau St. New York 
Benrus Benrus Watch Co. 200 Hudson St. New York 
Bigalke & E Bigalke & Eckert Co., Inc. 527 Fifth Ave. New York 
Brenet Brenet Watch Co. 266 W. 40th St. New York 
Bulova Bulova Watch Co., Inc. 580 Fifth Ave. New York 
Buss, L. T. Buss-Linthicum-Thorson, Inc. 35 E. Wacker Drive Chicago, III. 
Central Central Watch Co. 200 Hudson St. New York 
Chase Chase Watch Corp. 68 Nassau St. New York 
Clements, H. Hyman Clements 512 Fifth Ave. New York 
Concord Concord Watch Co., Inc. 10 W. 47th St. New York 
De Frece De Frece Watch Co., Inc. 48 W. 48th St. New York 
Doric Doric Watch Co. 15 Maiden Lane New York 
Elgin Elgin National Watch Co., Inc. Elgin, Ill. 
Empire Empire Watch Co. 630 Fifth Ave. New York 
Evkob Evkob Watch Co. 49 Maiden Lane New York 
Foerster M. Foerster & Son 15 Maiden Lane New York 
Gothic Gothic Jar Proof Watch Corp. 10 W. 47th St. New York 
Graef Jean R. Graef, Inc. 9 Rockefeller Plaza New York 
Gruen Gruen Watch Co., Inc. Time Hill Cincinnati, O. 
Gsell R. Gsell & Co., Inc. 15 W. 37th St. New York 
Hallmark The Hallmark Co., Inc. 16 E. 40th St. New York 
Hamilton Hamilton Watch Co., Inc. Lancaster, Pa. 
Harman Harman Watch Co. 2 W. 46th St. New York 
Harvel Harvel Watch Co. 630 Fifth Ave. New York 
Helbros Helbros Watch Co., Inc. 2 W. 46th St. New York 
Hirsch, E. S. Emile S. Hirsch 3 Maiden Lane New York 
Horowitz J. Horowitz & Son 21 Maiden Lane New York 
Ingersoll-W Ingersoll-Waterbury Co., Inc. Waterbury, Conn. 
Ingraham, E. E. Ingraham Co., Inc. N. Main St. Bristol, Conn. 
Jules Jurgensen Jules Jurgensen Corp. 630 Fifth Ave. New York 
Kocher Walter Kocher 9 Rockefeller Plaza New York 
Lenga Lenga & Co., Inc. 13 Maiden Lane New York 
Lesse S. Lesse & Sons, Inc. 732 Chestnut St. Philadelphia, Pa. 
Lipschutz Joe Lipschutz 48 W. 48th St. New York 
Longines-W Longines-Wittnauer Co., Inc. 6 W. 48th St. New York 
Louis Louis Watch Co., Inc. 580 Fifth Ave. New York 
Maire, O. O. Maire, Inc. 45 Lispenard St. New York 
Manheimer Co. Manheimer Watch Co., Inc. 35 E. Wacker Drive Chicago 
Manheimer, L. Louis Manheimer & Bros., Inc. 20 W. 47th St. New York 
Meylan A. R. & J. E. Meylan 264 W. 40th St. New York 
Morris Norman M. Morris, Inc. 608 Fifth Ave. New York 
Mt. Vernon Mount Vernon Watch Co., Inc. 15 W. 37th St. New York 
Movado Movado Watch Agency, Inc. 610 5th Ave. New York 
Muney Wm. A. Muney, Inc. 630 Fifth Ave. New York 
New Haven New Haven Clock Co., Inc. 133 Hamilton St. New Haven, Conn. 
Oleet Harold K. Oleet 10 W. 47th St. New York 
Ollendorff Ollendorff Watch Co., Inc. 20 W. 47th St. New York 
Parker Parker Watch Co. 580 Fifth Ave. New York 
Patek-Philippe Patek-Philippe & Co., Inc. 630 Fifth Ave. New York 
Perpetual S W Perpetual Self-Winding Watch Corp. 578 Madison Ave. New York 
Pierce Pierce Watch Co., Inc. 22 W. 48th St. New York 
Pond, A. H. A. H. Pond Co., Inc. 214 S. Warren St. Syracuse, N. Y. 
Racine, Jules Jules Racine & Co. 20 W. 47th St. New York 
Raleigh Raleigh Watch Corp. 16 E. 40th St. New York 
Raymond Raymond Watch Co. 551 Fifth Ave. New York 
Reliable Reliable Watch Co., Inc. 116 Nassau St. New York 
Robert, E. E. Edmond E. Robert, Inc. 3 Maiden Lane New York 
Roxy Roxy Watch & Jewelry Co., Inc. 12 John St. New York 
Sabin, Alex Alexander Sabin & Sons, Inc. 20 E. Broadway New York 
Savoy Savoy Watch Co., Inc. 62 W. 47th St. New York 
Schein Engel Schein & Engel Co. 170. Broadway New York 
Schneider Wm. T. Schneider 170 Broadway New York 
Schulz, J. James Schulz 15 W. 47th St. New York 
Schwob Adolphe Schwob Sons, Inc. 22 W. 48th St. New York 
Segud Segud Watch Corp. 64 W. 48th St. New York 
Selbro Seltzer Bros. 80 Nassau St. New York 
SH of A Spécialités Horlogéres of America 576 Fifth Ave. New York 
Tavannes Tavannes of America, Inc. 608 Fifth Ave. New York 
Walker Walker Watch Corp. 48 W. 48th St. New York 
Waltham Waltham Watch Co., Inc. Crescent St. Waltham Mass. 
Weissmann Weissmann Watch Co., Inc. 20 W. 47th St. New York 
Westclox Westclox Division, General Time 

Instruments Corp. La Salle, Il. 
Westfield Westfield Watch Co. 580 Fifth Ave. New York 
X.L.W. Co. X. L. Watch Co. 70 Broadway New York 
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A Superb New Gift Combination for KEM 


THE MOST FAMOUS OF ALL PLAYING CARDS 





Royal 


We believe that no playing card has ever been as beautiful and “gift-inducing” 
as the new KEM “Royal”. The container is made of Lucite, du Pont’s brand-new 
plastic material which has all the diamond lustre and pure clarity of cut crystal 
but which will not break.§ The container has been made by the Gorham Com- 
pany, whose name and reputation need no praise of ours. The design for the box 
is by G. Franklin Whitman, Jr., one of the most successful designers in the country. 
The unusual and handsome card back was designed by that celebrated artist, 
Wayne B. Colvin. § No expense has been spared to permit the trade to offer the 
greatest playing card gift presentation ever made. A combination which will not 
only sell on sight but which will also give the trade a most handsome profit. 


KEM CARD SALES CORPORATION, 330 WEST 42ND STREET, NEW YORK, N.Y. 
0 SSS 
NVI KEM CARD SALES CORPORATION, 330 WEST 42ND STREET, NEW YORK, N. Y. 


Vining Please send us full information about KEM Playing Cards, including prices, dis- 
( counts, sales-help material, etc. 


MINTARRES oo ond catdwcewnceiscinwecencasticecveedewemeeusdestucaseundedende nee 
NOTE: The retail price of the Kem Royal Combination illustrated above is maintained at $10.00. This includes 
a 2 decks of cards especially designed for this combination, packed in a beautiful white, leather-style carton. 
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HANDSOME TABLE CENTER! 


GAZING BALL ON FLOWER RING 


6” size $12 dz. CHOICE OF 

10” “ 24 “ BLUE RING, BLUE BALL 
ar . CRYSTAL RING, SILVER BALL 

12 36 AMBER RING, GOLD BALL 


CANDLESTICKS TO MATCH $3.75 doz. 
SMART, NEW, DIFFERENT 


EBELING & REUSS, INC. 


permanent showrooms 


PHILADELPHIA 
707 CHESTNUT ST. 


CHICAGO 
1557 MDSE. MART 


NEW YORK 
225 5th AVE. 











Pairp pint’s offering of 


many unusual new pieces in mod- 
erately priced silverplate provides 
brilliant and conclusive evidence of 
creative leadership. 
Elegance in design . . . true crafts- 
manship in the art of silversmithing 

. a tradition cherished at Pair- 
point for nearly three score years. 
Choose from our amplified line of 
“Inspirations” representing unprec- 
edented values in both prestige and 
profit potentialities. 


THe Patrreoint Corporation 
New Bedford, Massachusetts 


FRUIT BOWL No. DO5544 = (illus- 
trated) in heavy silverplate . . . 12% 
inch diameter. Scallop shell motif embel- 
lished with grape cluster and vine. Ball- 
type legs form a substantial tri-point base. 
A moderately priced Gift piece. 








ANCHORS AWEIGH 


This aluminum will appeal to the nautical minded he- 
man, on land or sea. It will also appeal to the hostess 
who appreciates a smart cocktail tray and a deep 
ash tray. The style, price, quality and workmanship 
are excellent. The cocktail tray is 1514” long at $5.00 
and the ash tray is 534” diameter at $2.00. 

Made by 


EVERLAST METAL PRODUCTS CO., N. Y. CITY 


JANIS-TARTER, 


GREEMAN & NAJEEB, Inc. 
225 5th Ave. New York City 
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Proper Lighting 
(From page 144) 


shades which clamp over the bulb. If the shade is not 
very deep a 25 or 40 watt bulb should be used so 
that the shade will not be too high permitting the socket 
and the lower part of the bulb to show. Often floor 
lamps have very shallow shades. If high wattage bulbs 
are used in lamps of this type, the bulbs will show below 


the shade. 

In displaying lamps, do not have the overhead light 
or ceiling light on when the lamps themselves are lighted. 
The beauty and lighting effect will be spoiled by over- 
head lights. ‘The overhead lights should only be on for 
a complete examination of the lamp, for detailed consid- 
eration of fixtures and attachments, and to see how the 
lamp looks lighted. 

Lamp stores where a great many lamps are displayed 
and kept lighted are often very dazzling to the customer. 
In this case it would be well to use lower wattage bulbs 
in order to make your store pleasing to the customer 
rather than annoying. However, when this is done, the 
bulb should be changed to the correct wattage bulb when 
displaying individual lamps to the customer. 

In order to carry the complete service idea further, the 
jeweler should discuss the use of the lamp the customer 
is seeking so as to determine whether a lamp giving a lot 
of light is desired. Very often lamps are purchased just 
to brighten up a dark corner or hall or to give a little 
more light at the telephone. There are a great many 
other uses for lamps besides reading and general illumi- 
nating. Since people are commencing to realize how 
cheap current really is, lighting decoration is gaining in 
popularity every day. Many people have two types of 
lamps in their living room, lamps left lighted just to 
make the room attractive and pleasant whether people 
are in it or not, and lamps for real illumination. All 
these things should be discussed with the customer before 
making a sale. 


By discussion of this kind, by having an up-to-date at- 
tractive gift department, pleasing in appearance, and by 
selling lamps complete with the proper wattage bulb, or 
giving concise information to the customer, the jeweler 
who sells lamps will become known as an outstanding 
lamp merchant. 


Sports to the Fore 
(From page 127) 


est Hills this month. All of these were designed and 
made by this firm. 


This window, which usually is filled with precious 
jewelry, with values many times greater than the Davis 
Cup, which has an intrinsic value for insurance purposes 
of only $3,000, is utilized at various times during the 
year for displays of medals and trophies for all sorts of 
sporting events which occur in the metropolitan area. 

The crowds on Main St., Peoria, Ill., or Jonesboro, 
Ark., will stop and gaze just as readily and just as in- 
tently, at the trophies for local athletic and sports events. 

Two-fold rewards accrue to the retailer who arranges 
such exhibits—sales and prestige. 
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@ Send today for your copy 
of Evercraft’s new catalog. 
It's FREE upon request. 





Lustrous, non-tarnishable, easily-cleaned and 
| ever new-looking, chrome now occupies an un- 
disputed position in the esteem of the modern 
| hostess. Everedy presents this new assortment 

of Evercraft Gifts as an exemplification of the 
artistry and distinction inherent in this most 

modern of metals. Sales builders—profit pro- 

ducers—all pictured and described in Evercraft's 
| new catalog for 1938. 


See the Evercraft Giftware Line at— 


Philadelphia, Sept. 27 to Oct. 1—Hotel Benjamin 
Franklin—Room 436. 


Boston, Sept. 13 to 17—Hotel Parker House— 
Room 628. 


N. Y. Office and Display Room: 225 Fifth Ave. 








3 EAST STREET ¢ FREDERICK « MARYLAND 
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WE HAVE ASSEMBLED .... 


The Most Complete Line 
of 
Figures and Groups 


Ever Shown 


Lace Figures and figures on 
the Dresden and Vienna order 


and other reproductions in endless variety. Call and 
examine these goods when in New York or visit our 
displays at the gift shows in Philadelphia — Boston — 
Dallas — Detroit, etc. 





105-107 FIFTH AVE 


PAUL A. STRAUB & CO. aristi st. wiv 












































No. 703 Pepper and Salt 
WHEN IN With blue glass lines 
NEW YORK 5 oz. $6.00 
VISIT No. 704 
OUR ENLARGED Salt and Pepper 
234 oz. $3.30 
SHOWROOM “A 
We have faith- 
vad f u 1 1 y repro- N 705 
oO. 
225 FIFTH AVE. duced the mas- 
AND SEE terpieces of Pepper 
the Eight- - — —_ 
OUR COMPLETE eenth Cen- lines 
LINE OF my Sage 5 oz. $6.00 
Silversmiths 
MODERN AND in these salt and peppers. 
TRADITIONAL You will find the same fine 
GLASSWARE silversmithing in ‘all our ster- 
ling. You receive silver value 
WRITE FOR LEAFLET for your dollar as we sell 
sterling at 68¢ to $1.25 an 
ounce. 
Write today for a complete line of photographs and our 
NR SEES " new plan to sell sterling. 
22S FietTr Ave New Yor«.N Y. 
aco euow soc EMPIRE SILVER COMPANY 
LIVINGSTON'S 1564 MERCHANDISE MART EMPIRE STATE BLDG. — NEW YORK, N. Y. 
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Art in Gift Display 
By R. H. Leslie 
’ EUROPE before the Middle Ages, goods of every 


description were displayed, for sale, in what were called 
bazaars. Once or twice a year merchants from foreign 
countries would add special treasures to the regular 
exhibit. People from the neighboring towns and cities 
would congregate to admire and purchase articles from 
the bazaar. But in these early displays objects were 
haphazardly grouped with no particular emphasis. 

In modern display, as in decoration, art is a primary 
factor, because modern thinking people realize its impor- 
tance in enhancing display. But it is too often disregarded 
for “show” and pomp. The main reason for display 
is, and always has been, to exhibit art objects or articles 
of singular beauty to their best advantage. The modern 
exhibition has this idea in mind, but should require noth- 
ing except the simplest background to set it off. It is 
in direct contrast to the old bazaar which was done up 
lavishly. 

Too many mistakes are made, the worst probauly being 
the lavishness of the background which tends to detract 
from the objects on display. Instead one should use a 
background which sets off the things that are to be 
sold and the articles, not on display, should immediately 
command the eye. Bright colors are too often used for 
backgrounds which catch the eye but detract from the 
articles on exhibition. 

Besides, there is another, even more important reason 
to consider. Bright, gaudy colors will clash with the 
objects displayed, producing the wrong impression on 
the prospective buyer. ‘The colors or shades used should 
be neutral and few. In this way nothing will clash and 
all will be in perfect harmony. One must be conscious 
of a pleasing background, but that is all. 

On booths, gold is too often used. Columns rise and 
arches fall, splendidly carved no doubt, but overdone. 
Backgrounds of color rush to meet the eye and the articles 
displayed fall flat. 

How much finer is a booth of simple, straight lines, 
without the carving that produces such a heavy feeling. 
The color used may be a dull silver or perhaps an inter- 
esting gray. These are neutral shades and show off to 
advantage all colors which are on exhibition. A pale, 
blue-green is also excellent, as green harmonizes with 
the majority of colors and is kind to the eyes. Nature 
provides us with a background of green. In the country 
in summer, green is everywhere we look; trees, grass, 
every living plant is of this soft, cool color. And how ex- 
quisitely each golden buttercup, each bright, blue corn- 
flower is outlined against this lovely background. 

It is for the foregoing reasons that a decorator, or at 
least a person with some art training, should be called in 
to plan, decorate and supervise the display. He has the 
background and knowledge to produce an attractive ex- 
hibition which will appeal to all. He knows color and 
periods, and can group with a feeling of individuality. 

Another and very important point of consideration is 
lighting. The layman will instantly want spotlights. 
These are good and can be used to advantage in some 
cases. Another modern way is the use of an indirect 

(Please turn to page 155) 
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BELLOVA 


GIFT LAMPS 


N Bellova, jewelers have 
discovered an extremely 
profitable line of lamps. 
Place Bellova in your win- 
dow and on display in your 
store and note how quickly they attract favorable 
attention—the first step in making sales. 
Ideal Gifts: Bellova lamps have those distinctive 
qualities that make a perfect gift. They are made of | 





special translucent glass in artistic designs and rich 

| color creations. Both base and shade are lighted with 
one bulb, producing a striking and unusual effect. In 
many attractive models and sizes. 


Backed by an organization that has marketed fine 
glass since 1874. 


Write for descriptive literature | 
showing these beautiful lamps in color. | 


SEE BELLOVA AT OUR SHOWROOMS 
H. G. McFADDIN & CO., Inc, 324 FIFTH AVE, NEW YORK 

















Smart, stream lined black 
and cream plastic box with 
individual initials, containing 
two packs of the new PER- 
MANITE, washable and _in- 
destructible plastic playing 

—and a cards in either a rich Prayer 
“NATURAL” Rug or Jewel design. The 


d f 
for the box may also be used for 


cigarettes. 
JEWELER Retail $6.00 (2 decks cards) 


/ BRIDGE HEADQUARTERS, Inc. 
6 East 39th Street New York City 
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== _ $2,000,000 Jewel Show Feature of bracelets and a very handsome long dia. 
mond necklace with a huge carved emer. 


Q ua li t y Te IIs A.N.R.J.A. Convention ald pendant was worn for evening, 


; e One of the novelties was a gold b 
More than $2,000,000 in platinum, gold : : S 4 gold band 
and silver jewelry set with diamonds and wedding ring encrusted with a diamond 


precious and semi-precious colored stones er - nnngaee tiara held 
and in watches, some of them diamond- aoe a old nt : — 
set, more than $140,000 worth of furs and Reo se Pn Brande yoo i a 
more than $40,000 worth of gowns were a ‘theie Maite Resiar fen ant e. 
worn by svelte models at the third annual diamond end sepghive dle 0s is d huge 
fashion show, presented by June Hamilton i i ak cn Beldini . ecora- 
Rhodes for the Jewelers Publicity Com- 5 dn ae aie aes at wore 
mittee Thursday night, Aug. 26, in the Pn € manner of 
a a of the Waldorf-Astoria, Three a ote ante 

ew York. , , _ daytime, 

Mrs. Rhodes talked on jewelry the pre- a with jewel. 
vious afternoon in Martha Dean’s pro- i 


. A velvet, orchid and jewel weddin 
- ’ g 
SS. by the Mou closed the show. Saks-Fifth Avenue 


: lent the clothes which were in quit 
Mrs. Rhodes has just returned re different key from those of last yan. ‘ 
From every part of the Conti- a = es = bd geet: Ae The feature of the Fashion Parade was 
i | fall fashion trends. e the movie made by Fox Movietonews, 
nent, .beth Weissman selected | fashion was not only favorable to the When the last mannequins finished the 


the rarest gifts and most dis- wearing of jewelry but that the neck show and the strains of the wedding 














tinctive interior accessories. | lines absolutely screamed for clips, neck- | march had ended, a screen was quickly 
These importations include | a a eine on lowered and the surprised audience saw 
vases, candy boxes, cigarette | tance and necklaces are here to stay. a 2 wanedes of the review 
boxes, ash trays and a full line | Mrs. Rhodes believes that women will The preview was arranged through the 
of crystal perfume bottles. be more interested in expensive necklaces courtesy of Miss Vyvyan Donner, direc- 
when they discover that the new ones may tor of Fox Movietonews Fashion shorts 
« be taken apart and used as_ brooches, and was released nationally on Mon- 

s et \¢ eissman clips and bracelets during the day. | day following the convention. 
The interest in gold does not lessen Miss Helen Cornelius of Harper's 
IMPORTATIONS and the use of gold and topaz, gold and | Bazaar was guest speaker, giving a short 
rubies and gold and sapphires was noted | report of fall fashion related to jewelry. 
49 West 23rd St., New York, N.Y. | ae Perks age er tional | Miss Marion Taylor of Vogue spoke 
: | black velvet daytime suit displaye most entertainingly on the promotion of 

hy coomentnss ' an enormous clip worn at the throat and _ silver in the ime. , 
ercnandise Mar a tweed suit gave excellent opportunity | Music was furnished by a Vincent 
Los Angeles showrooms: for. the display of new gold jewelry. | Lopez orchestra, and Isabelle Crawford, 
720 Cooper Building Two very fine necklaces were shown— | assistant to Mrs. Rhodes, was in charge 
| of the mechanics of the Fashion Parade. 








one ruby and diamond necklace, ring and 








YOUR CUSTOMERS 

DEMAND QUALITY 

AT A REASONABLE 
PRICE 


This beautiful series of the newest 
No. 30/100 No. 76/196 


IMPORTED PORCELAIN FIGURE LAMPS 


Can be retailed at $7.50 each with real profits 


These Porcelain Figures hand-decorated, have new pastel colors that are literally “breathed” 
on the porcelain, a process that gives them delicate tones not to be duplicated anywhere. 
Really fine porcelains are not to be confused with cheap importations that unfortunately 
are sold under a similar name. 

There is a renewed vogue for the ideal Boudoir Lamp. 








LOS ANGELES 


CHICAGO SALES ROOM 
SALES ROOM 


cmcaco sass oot 7) PMA OND aMORCOLI UDA \ jst 


INCORPORATED LOS ANGELES 
Tmponterds~ and Alantfactinrenrst CALIFORNIA 


~ Ww 


53-57 WEST 23RD STREET, NEW YORK, NEW YORK 





CHICAGO, ILL. 
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Art in Gift Display 
(From page 153) 


lighting system. _ This produces a most desirable effect. 
Bright, but soft, it will light every nook and corner of the 
display and will not glare and hurt the eyes. A decorator 
will know best how to place these lights, whereas the 
lavman will not. 

Very often colored lights can be used, but only when 
they will blend with the objects on display. Interesting 
effects can be obtained to bring out hidden beauty that in 
many cases would not ordinarily be perceived. ‘This is 
true in the case of ceramics where colors of deep blue- 
green, apricot and cobalt blue can be made fascinatingly 
attractive by the use of colored light. Never use colored 
lights that will not blend with the objects they display, 
as their color will then become dull, uninteresting and 
muddy in appearance. 

It is well to remember that the simplicity of the light- 
ing should be equal to that of the decoration; and if it is 
overdone, as is so often the case, it will repel the buyer 
instead of attracting him. ‘This is why the trend of 
executing modern displays from modern designs has gone 
suddenly upward. 

We find today in all of the big department stores in 
the larger cities, and the smaller shops too, that most of 
their displays are done in the style of the modernist. It 
might be well for me to state here that the best rule to 
follow in the new movement is never to include anything 
in the design which is not necessary for either the design 
itself or for practical reasons. This rule holds for every 
form of true modern art. 

In modern furniture we find simple, straight lines 
which lend themselves to the utmost in comfort and ap- 
pearance. It is not heavy, as the age we live in demands 
its being constantly moved about. 

Another outstanding example of the new simplicity in 
modern art concerns a designer of my acquaintance who 
creates, among other things, clocks. He dispenses with 
numerals entirely—dots replace them and are as easily 
read. 

Nothing could be more significant of the great machine 
age in which we live, nothing more symbolic of our 
sophisticated, simplified way of living than the simple 
straight lines in the designs of today, generally best 
reproduced in pastel colors. 

We must submit to the age we live in and follow the 
crowd. We cannot do this unless we know how. If we 
do not know how we must let someone who does know 
take our place and teach us the rules. 

The best way to sell goods is to display them. It was 
the first method used; it is the only method, for people 
must see what they are buying. This is even more true 
with the professional buyer who has higher standards, 
and is not easily convinced by superficial display. 

Therefore, we may say the ideal exhibit is one that 
not only makes a perfect setting for the articles it dis- 
plays but is also a thing of simple, unpretentious beauty 
in itself. 

The effective display should have a carefully planned 
color scheme, well organized lighting, unpretentious 
beauty and, above all else, simplicity. The modern deco- 
rator knows the “open sesame” to all these. 
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SHANGHAI 


Every bride who buys a set of Spode 
becomes a customer for life. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 














239 West 39th Street 





DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocrrs, F.G.A. 


Price $1.50 Postage Paid 


This new book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient fer quick use that 
will give a brief explanation of crystallographic. 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with ---+ 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and birth- 
stones. 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x5% inches. 


The Jewelers’ Circular-Keystone 
New York City 
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@ Lady Elgin (right), 19 jewel semi- 

baguette, has 14K solid gold case, silk cord 

with gold filled rachet center and raised 
figure dial. $55. 


® Bugbee & Niles Co. hails this embell- 

ished center device (below) as an im- 

portant contribution to the watch bracelet 

field. Top member lifts without use of 
nails. 





@ White Arabic numerals debossed on a 
wide polished gold colored bezel distin- 


automatic toastmaster. Tray, knife and guish this new Silent Knight, a Westclox 
addition, at $5.45. 


four lap trays resist acid. $23.50. 


® Redesigned Toastmaster hospitality tray 
set is built around the two-slice fully 
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© A 38.5-carat sapphire, diamonds, four 

rubies and crystal are combined effectively 

in this brooch by Raymond Abrahams. 
$3,500. 


© New pocket knife design (below, lefi, 

in solid gold, 1/10th 14K gold filled and 

sterling, with stainless steel blades, by 
Jewelry & Cutlery Novelty Co. 


© Customers can insert their own snap- 

shots into the Forever Yours bracelet (be- 

low), which Jacques Kreisler predicts will 
be a landslide in the trade this season. 





© Coffee set of English design in sterling 
s!ver with ebony handle and finial, by 
Empire Silver Co., retails for $100. 
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@ Mathey - Tissot foursome _ traveling 
clock by Norman M. Morris, Inc., has 
8-day clock, barometer, thermometer and 
calendar. $50 to $60 according to leather. 


@ Miniature tinted photos of screen 
royalty are held between magnifying lenses 
in this bracelet novelty by Movie Star 
Charms, Inc. $5 in gold, $1 in gold filled 


@ Snap-Lock (below): Forstner Chain 

Corp.’s new and exclusive key ring crea- 

tion. A quick snap, the key goes on; a 
quick snap, and it’s off. 


@ Clip-brooch by Nat Koslow contains 

12 round, 4 half moon, 98 baguette and 

two triangle diamonds. To retail at 
about $4,250. 
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© For people who smoke while they read 
—combination book-ends, cigarette jar and 
ash tray, by Hamilton Cornwall. $1. 


@ Martini mixer of aluminum with wal- 

nut handle. Metal stirring rod and turned- 

in top are features. By West Bend Alu- 
minum Co. 


@ Presenting a 15-jewel watch, powder 
compact, cigarette case, lipstick and 
traveling clock in black or shell lacquer 
on chrome case at $35; Raymond 


Watch Co. 


@ Gruen Curvex Peer (below left): Full- 

size 17-jewel precision movement actu- 

ally curved to fill the wristform case. 
14 kt. yellow gold filled. $50. 


@ T. G. Hawkes & Co. has just released 

to the trade its new hollow stem cham- 

pagne glass in rock crystal, styled Clar- 
endon (below). $65 a dozen. 


@ One bulb illuminates both shade and 

base of the new carved glass turquoise 

blue Bellova lamp by McFaddin. Retails 
for $17.50. 








A.N.R.J.A. Endorses Deferred Payments; 


Urges Manufacturers Set Resale Prices; 
5100 Attend Record-Breaking Convention 


\ | 





Hl oe 





President William D. McNeil examines a Mexican opal ring of yellow gold worn by June Hamilton Rhodes . . . (2) Kenneth |. Van Cott, manager 


of Marcus & Co., rising to propose a vote of confidence for the Jewelers Publicity Campaign, and, seated, Vice-President William G. Drosten, 
St. Louis... . (3) E. Lathrop Sunderlin, Rochester, N. Y., and Tinley L. Combs, Omaha, chairman of the installment selling committee. 


Dues Scale Revised Upward 


for Larger Businesses; 


All Officers Reelected 


Two resolutions likely to prove epochal for the jewelry industry of the 
United States spot-lighted the 32nd annual convention of the American National 
Retail Jewelers Association, at New York’s Waldorf-Astoria Hotel the week of 
August 23, which named William D. McNeil president for the sixth successive 
year, reelected all other officers, and hung up new records for registration, num- 
ber of exhibitors and volume of merchandise orders. 


One of the major resolutions, adopted 
with only two dissenting votes, recom- 
mended that retail jewelers offer store- 
wide deferred payment credit accommo- 
dations to the public; that manufacturers, 
importers and wholesalers should co- 
operate with retailers by stating in their 
national advertising that their goods may 
be purchased by the installment plan, and 
that the national secretary should assist 
retailers in the details of setting up a 
credit selling service. 

The second resolution of major im- 
portance recommended that manufactur- 
ers of branded lines of jewelry-store 
merchandise make resale price-mainten- 
ance contracts with retailers and that the 





names of those not taking such action be 
circulated to the trade. 

The officers for 1937-38, who were re- 
elected by acclamation at the closing ses- 
sion August 27, are: William D. McNeil, 
New York, president; Charles T. Evans, 
New York, secretary; Arthur W. Ander- 
son, Neenah, Wis., treasurer, and the fol- 
lowing regional vice-presidents: Wilson 
A. Streeter, Philadelphia, northeastern; 
Alvin Magnon, Tampa, Fla.,_ south- 
eastern; Henry F. Stecher, Milwaukee, 
central; W. G. Drosten, St. Louis, north- 
western; Myron Everts, Dallas, south- 
western, and Arthur H. Dibbern, Glen- 
dale, Calif., Pacific. 


Registration 2000 Greater Than Last Year 


No more positive evidence of the re- 
juvenation of the jewelry industry could 
be found than the banner registration. of 
5175 during the five-day convention and 
merchandise show; it was nearly twice 
last year’s registration of 3000, which was 
a record at that time, and exceeded what 
had’ been this year’s goal by 1675. More 





than 2500 retail jewelers registered, com- 
ing from 36 states, the District of Colum- 
bia, Canada, England, Bermuda, Hawaii 
and the Philippines. 

First-day registration, most years slow, 
exceeded 1900, including more than 700 
retail jewelers. 

Facilities of the Waldorf-Astoria Hotel 
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were taxed daily. The great and beauti- 
ful Sert and Empire rooms accommodated 
nearly 1000 at the annual dinner and 
dance Wednesday night, August 25, but 
500 more tickets could have been sold, had 
there been space; 700 crowded into the 
Empire room for the $2,000,000 jewel 
show staged Thursday night, August 26, 
by the Jewelers Publicity Committee, but 
firemen halted more ticket-holders from 
entering and about 600 were disappointed 
and had to turn away without seeing the 
pageant. Finally, the main ball room, its 
balcony, the foyers and the Astor Gallery 
were sold out weeks ago to exhibitors, and 
it was announced that both the Jade 
Room, where the convention sessions were 
held this year, and the Basildon Room, in 
which afternoon clinics took place, will be 
thrown open to exhibitors at next year’s 
show. 

San Francisco and Atlantic City made 
bids for the 1938 convention, but as the 
executive committee already has booked 
the Waldorf-Astoria again for that year 
(it will be the fourth convention in a 
row at the Waldorf) it will be for 1939 
that these offers will be considered. Two 
fashion shows may be necessary next year, 
one in the afternoon for jewelers and ex- 
hibitors, and another at night for the 
public. 


Retailers Buy Briskly 


Buying was the best at any convention 
since 1929, the 129 exhibitors who oc- 
cupied 183 booths and displayed gems, 
silverware, watches, clocks, jewelry, 
watch attachments and other jewelry store 
merchandise valued in the vicinity of $5,- 
000,000, agreed. Comment Friday noon, 
an hour before dismantling of the booths 
began, ran thus: 

Watch attachment manufacturer— 
“Buiness was three times last wear’s; 
every day good.” 
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Silverware manufacturer —‘‘Orders 
were written for a total much greater 
than last year. Our plans are laid for a 
bigger and better display next year.” 

Watch manufacturer—“Buying has been 
better than in 1929, and I am afraid we 
shall have to stop writing orders soon.” 

The number of exhibitors set a new 
record for an A.N.R.J.A. convention and 
was 50 per cent greater than last year. 
Conservatively, orders from _ retailers 
were at least 50 per cent greater, both in 
number and in dollar volume, than were 
written at the 1936 show. Some exhibitors 
suggested extending next year’s merchan- 
dise show to 10 days, and a similar ex- 
tension is being considered by the man- 
agement of the New York Gift Show, 
which is held annually at the Pennsyl- 
yania Hotel the same time as_ the 
AN.R.J.A. convention, resulting in a 
double attraction for fall-buying jewelers 
and undoubtedly working to the advan- 
tage of exhibitors at both the convention 
and the gift show. 


Dale Carnegie Tells “How to Win Friends” 


After a full day of inspection of exhibi- 
tions and the renewal of old friendships 
during Monday morning and afternoon, 
August 23, the convention formally got 
under way Monday night when President 
McNeil introduced Dale Carnegie, mag- 
netic lecturer, human relations counsellor 
and author of the best-selling piece of 
non-fiction, “How to Win Friends and 
Influence People.” 

With every seat filled in the room, which 





accommodates about 600 chairs, the night 
was, without question, the most success- 
ful opening session of any A.N.R.J.A. con- 
vention. In his pleasant manner the 
speaker himself interrupted his talk to 
offer chairs from the platform to some of 
the number who had been forced to stand. 

Measuring up to their highest expecta- 
tions, all were beaming their pleasure at 
the conclusion of his truth-fraught ad- 
dress, which lasted for about one hour 
and a half. Many had the opportunity 
to greet the apostle of good will at the 
conclusion of his remarks. 

Pleasant associations were furthered at 
the Dutch supper which followed in the 
Sert room, with Meyer Davis’ orchestra 
providing the music for dancing which 
was enjoyed until a late hour. 


To Survey Installment Credit 


Speaking at the first business session 
Tuesday morning, President McNeil ad- 
vised retail jewelers to urge manufactur- 
ing jewelers to fix resale prices under the 
Miller-Tydings Bill. Turning to the ques- 
tion of installment credit, he said: 


“The possibility of serious over- 
extension of credit through rapidly 
growing installment sales is receiv- 
ing attention from business eco- 
nomists. A survey of Consumer 
Installment Debt will be under- 
taken by the National Association 
of Finance Companies, the National 
Association of Manufacturers, the 

(Please turn to page 162) 











Highlights of the Resolutions 


We heartily commend these states which have passed Fair Trade laws provid- 
ing legalized price maintenance, and we urge all states not now having such laws 
to pass same. We express our appreciation of the Miller-Tydings Act in support 


of this legislation. 
+ * * 


We urge manufacturers, wholesalers and importers to cooperate in every 
way maintaining their retail prices under recent legislation pertaining to 


price maintenance. 
* * * 


We urge manufacturers who advertise nationally or publish resale prices of 
their products sold by jewelers to ascertain through the office of the national 
secretary necessary information establishing the retailers’ cost of operation, and 
when established retail prices are lowered by the manufacturer, such manufac- 
turer should take into consideration the effect of such lowering of prices upon the 


profits of the retailer. 
* * « 


Be it resolved that pressure be placed at once looking to the adoption of 
the new stamping laws covering gold, silver, platinum and platings thereof, 
and be it resolved that cooperation be given to establish quality standards 
in conjunction with other trade groups under the auspices of the Bureau of 


Standards. 
* * * 


We trust that the retail trade will accept and be guided by the Installment Sell- 


ing Committee’s report. 
. * * om 


We approve the Jewelry Publicity Campaign and urge retail jewelers to 
contribute to its support to the best of their ability. 
* * * 

We recommend that a committee be appointed to offer to the next convention 
a platform for the jewelry industry along the lines of that which has been adoped 
by the National Retail Dry Goods Association. 

* * + 
We endorse blanket life insurance for members, the “jewelers’ own” 

National Jewelers Mutual Fire Insurance Co., the Gemological Institute 

of America, the Horological Institute of America, the Jewelers Security 

Alliance and the Jewelers Vigilance Committee. 

“ea « 

We ask members to cooperate in the sales and credit reporting activities of 

the Bureau of Foreign and Domestic Commerce. 
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AT THE STYLE SHOW: Ruby and diamond 

necklace, clip, bracelet and hair clip worn 
with a smoke grey velvet evening gown. 





Fow Movietone News 

Platinum and diamond tiara worn effectively 

with the new “page” coiffure; sapphire and 
diamond necklace. 









Foe Movietone News : 
Aquamarine earrings, diamond and emerald 
bracelets, emerald ring. 





For Movietone News 
Part of the $2,000,000 collection of 1937-38 
jewels displayed at the Jewelry Publicity 
Committee show. 





The satisfaction your customers feel in 
wearing good jewelry is based on their 
inward conviction that it enhances thei: 
appearance, lifts them out from the 


crowd, gives them distinction. 


Only a line like Krementz Men's 
Jewelry can give your customers this 


satisfaction, and reflect on you the 





credit of furnishing them with gifts 





Rolled gold plate that have real character. 


tuxedo set. 





14 kt. two tone gold 
cufflinks (left) and 
14 kt. green gold 
cufflinks (right). 
These links are 
shown one - half 
larger than actual 
size. 


KaR EM E N T 2 
(©) ality os JEWELRY FOR MEN 


MAKERS OF THE WORLD-FAMOUS COLLAR BUTTON, NEWARK, N.. J. 
oes Ts 
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KREMENTZ JEWELRY 
HAS BEEN BUILDING 
PRIDE OF OWNERSHIP 
IN ITS WEARERS 














FOR 72 YEARS 





Solve the gift problem by suggesting 


the men’s jewelry whose trademark 


carries prestige—it is a credit to you 


to offer them jewelry you feel you 


can back up wit YOUR OWN 


REPUTATION and PERSONAL 


GUARANTEE. 


Collar holder and tie 
clasp in rolled gold plate. 


KraR E 


LM 


XS 





“BEFORE SIX” for- 
mal day wear Set, 
suitable for ushers’ 


gifts. 


236 FIFTH AVENUE, NEW YORK 
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(arom page 159) 
American Bankers Association, the 
Russell Sage Foundation, the 
United States Department of Com- 
merce, leading trade associations 
and Dun & Bradstreet, Inc. We ask 
your careful attention to a very 
brief questionnaire which Dun & 
Bradstreet will send out soon 
through our office.” 


Sales Reporting in 11 More States 


Extension of the sales-reporting services 
of the Bureau of Foreign and Domestic 
Commerce was noted by Dr. Edward G. 
Lloyd, Washington, chief of the Market 
Data Section, who said: 


“In 14 Mid-Western and Moun- 
tain states, where about 35 per cent 
of the nation’s independent jewel- 
ers are located, one-eighth of them 
are now furnishing the Department 
of Commerce with monthly sales 
data. (Ed. note: These data have 
been reported in the J.C.-K. since 
March). 

“To this group of states we are 
extending our service on September 
1, to the Pacific coast and mountain 
states of California, Washington, 
Oregon, Nevada, Idaho, Montana, 
Utah and Arizona and the south- 
ern states of Alabama, Georgia and 
South Carolina. The jewelry stores 
in these states, when added to those 
in the 14 states now covered, will 
represent one-half of the total num- 
ber of jewelry stores in the nation. 


Felix H. Levy’s address, reviewing the 
Miller-Tydings Act, was read by George 
Levy, son of the counsel to the association 
and former special assistant to the At- 
torney General of the United States. 

Prof. Paul H. Nystrom of Columbia 
University, president of the Limited Price 
Variety Stores Association, attacked “half- 
baked political theorists” during a speech 
advocating vocational training for retail 
store employees and executives. 

Louis Rothschild told of the work of the 
Retailers National Council, of which 
A.N.R.J.A. has been a charter member 
for 12 years and with which Secretary 
Evans has been in constant touch. Arthur 
J. Sundlun, of Washington, D. C., and 
Wilson Streeter of Philadelphia also rep- 
resent the association on the council. 


Chiefs of Nearly Every Natio 








Tuesday night, when there was no ces- 
sation of the rain which had been falling 
constantly since the arrival of convention 
guests on Saturday, plans to attend the 
musical show, “Anything Goes,” under 


the stars at the Randall’s Island Stadiym 
had to be cancelled. In place, the banquet 
committee arranged a military bridge 
held in the Jade roor:. and a supper-danee 
and floor show in the Empire room. 


Scale of Higher Membership Dues Voted 


William G. Frasier, Durham, N. C., 
chairman of the finance committee, on 
Wednesday morning presented the com- 
mittee’s proposal for increased member- 
ship dues to be asked from concerns which 
hold active membership in the national 
association through their membership in 
their state retail jewelers’ association and 
whose annual sales are $25,000 or more, 
in addition to the state and national dues 
paid to their state association, as follows: 

Concerns doing a business of from 
$25,000 to $50,000, $15 a year; from $50,- 
000 to $74,999, $25 a year; from $75,000 
to $99,999, $35 a year; from $100,000 to 
$199,999, $50 a year; from $200,000 to 
$349,999, $75 a year; from $350,000 to 
$499,999, $100 a year, and $500,000 and 
over, $150 a year. 

The plan proposes that such dues be 
paid directly to the national association 
and, Mr. Frasier said, will result in $25,- 
000 more a year for the association, such 
an income being necessary to rebuild the 
association’s reserve. 


“Your committee is unalterably 
of the opinion,” said he, “that the 
price of membership should be 
made so elastic that it would be in 
the province of the humblest to the 
mightiest from a financial stand- 
point to be enrolled in member- 
ship. The firm or individual doing 
an annual business of $50,000 
necessarily derives a greater benefit 
from this association than the one 
doing an annual business of $5,000 
and there is no argument against it. 
The larger operator would welcome 
fully a graduated scale of dues. 
How many of you present here who 
do a volume of business annually 
from $50,000 to $500,000 often ask 
yourselves the question, “What can 
the National Association do with 
their paltry little sum of $5 from 
my business P” 


ry 
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nal Organization in the Jewelry 


Fight for ‘Marginal Dollars’ 


The need for jewelers to strengthes 
their merchandising policy in order i 
compete successfully for the consume;y 
“marginal dollars” against automobj es 
furniture, radios, refrigerators, wash ng 
machines, oil burners, vacuum Cleaners 
home electrical appliances, etc., al] f 
which are not so much “bought by ine 
public” as “sold to the public,” was e. . 
phasized in a paper by Miles E. Robert. 
son, vice-president and general manager 
of Oneida, Ltd., which was read by H. W. 
Newell, of Geyer, Cornell & Newell, Inc. 
advertising counsellors. Mr. Robertson 
had been injured in an accident and could 
not attend. 

An extension of the National Stamping 
Law for the protection of articles many. 
factured from gold, silver and platinum 
was advocated by G. H. Niemeyer, vice. 
president of Handy & Harman, and chair. 
man of the Jewelers Vigilance Committee, 

Concerning articles made of platinum, 
Mr. Niemeyer said there is a lack of 
regulation, since there is no national law 
covering them and uniform laws only in 
New York, New Jersey and Illinois. “As 
far as the provisions of the law covering 
articles made of gold, the principal ob- 
jection, in the opinion of the trade, is the 
unnecessarily large tolerance limit, which 
is accentuated by the higher price of 
gold.” 

Frederick A. Ballou, Jr., Providence, 
president of the Jewelers Board of Trade, 
read the board’s comparative figures for 
failure of iewelry manufacturers, whole- 
salers, retailers and repairers from Jan- 
uary to Julv of 1936 and 1937, showing 
a dramatic improvement in the trade this 
year. 

The comparison follows: 


1937 
No. Liabilities 
Manufacturers .........0. 4 $41,157.18 
SS ree ’ 4 147,182.53 
0 rr ery 69 956,516.43 
rr 3 7,064.00 
Total Comcerns ...ccccacs 83 $1,151,866.14 


Trade and 





Pi 
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1936 

No. Liabilities 
17 + $672,656.40 
slant ers ,, 
ifoteslers 10 276,340.84 

ilers 93  1,245,637.83 
Repaire’s 7 27,663.43 
Total Concerns 127 $2,222,298.50 

Trade Luminaries at Dinner-Dance 


More than 980 attended the dinner and 
dance Wednesday night in the Sert and 
Empire rooms. President McNeil intro- 
duced the following chieftains of trade 
associations: W. Waters Schwab, presi- 
dent of the Jewelers 24 Karat Club of 
New York; Sturgis C. Rice, president of 
the New England Manufacturing Jewel- 
ers & Silversmiths Association; Meyer D. 
Rothschild, president of the American 
Jewelers Protective Association ; Alfred 
Roden, president of the Canadian Jewellers 
Association; Edward H. Hufnagle, past 
president of A.N.R.J.A., and Mrs. Huf- 
nagle; Frederic A. Ballou, Jr., president 
of the Jewelers Board of Trade; G. H. 
Niemeyer, president of the Jewelers Vig- 
ilance Committee; Henry A. Norton, 
president of the Sterling. Silversmiths 
Guild of America; Thomas J. Fagan, 
president of the United Horological As- 
sociation, Edward O. Otis, Jr., executive 
secretary of the New England Manufac- 
turing Jewelers & Silversmiths Associa- 
tion, and Bernard Allen, treasurer of the 
Canadian Jewellers Association and chair- 
man of the Canadian Jewellers Publicity 
Committee, and Mrs. Allen. 

Kenneth I. Van Cott presided at the 
awarding of 60 attractive merchandise 
prizes to winners of a contest open to 
persons who visited each exhibitor’s 














GEMOLOGICAL VIGNETTES—(Above) Testing refraction, L. H. Lachicotte, Columbia, S. C.; Donald J. 

: Davis’ orchestra provided Cooper, Bayonne, N. J.; Dr. Edward Wigglesworth, study leader; Walter J. Fahey, Willimantic, Conn.; 
booth Ph toed asl and yp ol Cig- T. B. Littlepage, Atlanta, Ga.; Harold Seburn, Greensboro, N. C.; Mrs. L. H. Barr, Geneva, N. Y.; Miss 
music for - 8. i May Chapman Peebles, North Adams, Mass., and Theodore F. Schraft, Newark, N. J. (Lower Left) 
arette lighters given by the Progress Corp. Leopold Kahn, Jr., Manilla, employs a new gem testing device, and (lower right) Nolte C. Ament, 
and compacts were souvenirs for the Louisville, and Fred Rose, New York, examine a diamond through an illuminator capable of 40-power 





women guests. magnification. 


Accept Report on Deferred Payment Credit 


Installment selling, price maintenance 
and wholesale retailing were some of the 
highspots of Thursday morning’s well 
attended business session. It was then that 
Tinley L. Combs, Omaha, Neb., read the 
following report on installment selling, 
which had been prepared after a confer- 
ence with manufacturers’ representatives 
the previous afternoon: 


| 


“An idea, trying to make good, 
should be given plenty of rope. If 
it is made of the wrong kind of 
stuff, it will hang itself. If it is 
of the right kind of stuff, it will 
make a ladder. Herbert Kaufman 
said, ‘Beaten paths are for beaten 
men’ but we feel that this new era 
credit idea creates a new path. 


“This idea of credit selling or 
budget buying in the better stores, 
the cash stores or by the old school 
jewelers is one of sufficient impor- 
tance to give plenty of rope and to 
justify the fullest and calmest con- 
sideration. It is generally conceded 
to be vital and a vast majority of 
the retail jewelers belonging to the 
A.N.R.J.A. deem such selling a 
necessity—if the jewelers’ share of 


Jewelers from 36 States Are Among the 900 Banqueters Photographed Here 


Pa 23 
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SEETHING WITH BUYERS was every corner of exhibition space. Here is part of the main ball room at the Waldorf-Astoria showing booths on the 


main floor and in the balcony. Unable to fill further orders, some well-booked manufacturers and importers stopped writing new orders. 





ANOTHER VIEW of the ball room with its 
colorful displays of merchandise that people 
all over North America will buy this Christmas. 





A BALCONY AISLE, in the ball room, whee 
there were many attractive exhibits, among 
them those shown here belonging to Amber 
Mines, Inc., and Hoffman-Goodman Mfg. Co. 











THE ASTOR GALLERY was an excellent ex- 
hibition section. 





the consumers’ dollar is to be at- 
tracted to the stores now consider- 
ing whether they want, and will 
endeavor to get, that kind of busi- 
ness in addition, or supplemental 
to what they now get. 

“There is enough difference of 
opinion about this subject, that it 
seems imperative to bring ourselves 
and our ideas, close enough together 
so that definite, liberal and, we 
hope, harmonious action on the sub- 
ject will be taken right here at 
this convention and thereby enable 
us to return to our businesses with 
determined conviction on this sub- 
ject and with improved alertness 
and enthusiasm for business. 

“Let’s not be afraid of this ele- 
ment of business; it isn’t too big for 
us and it isn’t too crude for us. 
It is the order of the day from 
our Government at Washington on 
to the largest and most aggressive 
competitors that the retail jeweler 
has and there are amazing proofs 
of its successful operation. Definite 
opponents to it are certainly and 
rapidly growing less. 

“We can sense an industry wide 
enthusiasm for this service which 
is right now held in check by only 
a few whose reasons stated, if any, 
could almost all be classed as doubt 
or fear. 

“To get for this committee a 
direct cross section of first hand 
information, a post card question- 
naire was mailed to the entire paid 
membership of the A.N.R.J.A., 
early last month—as a result of 
which, we now have over 1100 re- 
plies (and more keep coming). 

“This is a remarkable response 
on such a vital subject. Of the 
over 1100 answers, they are more 
than 3 to 1 favorable to credit or 
installment selling and three other 
very recent trade surveys show 
even a larger proportion favoring 
credit selling. Some think a finance 
company necessary but the major- 
ity favor the retailer financing his 
own sales. 

“United action on this subject 
now will answer the demand, pro- 
vide a new force and open a fertile 
field of increased volume and cash 
turnover for thousands of stores 
now halting between doubt and 
determination—even need or neces- 
sity. 

“At our joint conference with the 
manufacturers and wholesalers, Au- 
gust 23, we found all of them 


anxious to see us offer this added 
service, and ready to cooperate— 
but hesitating because we have a 
dissenting minority who don’t want 
them to nationally advertise that 
their products were generally avail- 
able on the deferred payment plan. 
They seem to want it kept secret. 
But, the secret’s out in all the other 
important and competing industries, 
to their glory and profit. Therefore, 
why should anyone at this time 
gainsay the jewelers’ right to give 
the public the same courtesy and 
the same accommodation that good 
credit is entitled to and is now 
getting in every other industry. 

“This matter of installment (I 
prefer the term credit) selling 
would not necessitate the trading 
or sacrificing of a good reputation 
or prestige. Both reputation and 
prestige would always be needed 
and would be as sacredly guarded 
in good credit extension sales as 
in cash sales. 

“In other industries, the manu- 
facturers are nationally advertising 
credit terms or credit service on 
their products. We have already 
asked our manufacturers to give 
the retail jeweler that same co- 
operation and it is our hope that 
they will provide this same appeal- 
ing character of invitation to the 
public in their national advertising. 
This, we believe, is an important 
step in establishing a buying ad- 
vantage to the customer and broad- 
ening the retail jewelers’ field of 
service. 

“Finally, this committee recom- 
mends, that in order to better com- 
pete with other industries for the 
consumers’ dollar, the retail jewel- 
ers of America offer storewide, 
deferred payment, credit accommo- 
dations to the public. 

“That they also make public 
announcement of this service 80 
that the credit consumer can nat- 
urally buy from his preferred 
jeweler. 

“That they commend the man- 
ufacturers, importers and whole- 
salers who cooperate with the re- 
tailers through national advertis- 
ing, sales terms and constructive 
accommodations. 

“We also recommend, that our 
national secretary be directed to 
render every assistance, to those 
members needing forms and ad- 
vice for setting up a credit sell- 
ing service, consistent with the 
abilities of the National Associa- 
tion funds.” 





LOOKING along an aisle (left) in the main 
ball room. 
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The dramatic moment to those who 
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articipated in the various business ses- 
rons of the convention came when, upon 
completion of his report, Mr. Combs 
moved that the resolution of his committee 
be adopted, and that copies of same be 
t to all manufacturers of jewelry and 
jed lines. 
~ motion was quickly seconded by 
William G. Frasier, Durham, N. C., pm 





by Louis Haimann, Morristown, N. J., 
whose motion at last year’s convention 
brought about the appointment of Mr. 
Combs’ committee to make a study of the 
subject. 

A hearty chorus greeted the question, 
and only two dissenting voices were 
heard. 

Considerable discussion followed. 


Price Maintenance Contracts Urged Upon Manufacturers 


The merchandising committee recom- 
mended that manufacturers of Jewelers’ 
merchandise enter into resale price main- 
tenance agreements under the Miller- 
Tydings Act, and suggested circulating 
the names of manufacturers not doing so. 

Raymond M. Hay, of Coshocton, Ohio, 
chairman of the committee, read the fol- 
lowing report: 

“The committee desires to place 
itself on record as inviting the 
immediate cooperation of the 
manufacturers in the jewelry in- 
dustry. The committee recom- 
mends that such manufacturers 
take immediate steps to avail 
themselves of the provisions of 
the fair trade laws which have 
now been enacted in_ forty-two 
states. 

“Contracts pursuant to such acts 
may now be made as affecting goods 
in interstate commerce by reason of 
the recent enactment of the Miller- 
Tydings bill. It is the desire of the 
committee to obtain such coopera- 
tion of the manufacturers, particu- 
larly as applying to retail price- 
maintenance by industrial jobbers 
in the industry. 

“The committee feels that each 
manufacturer should be afforded 
the opportunity to demonstrate his 
willingness to cooperate with the 
legitimate retail jewelers by mak- 
ing such contracts as will establish 
a retail price for trade-marked ar- 
ticles, and thus afford protection to 
legitimate retail jewelers. The man- 
ufacturers may further show their 
cooperation by commencing suit in 
any case of violation of such con- 
tracts. 

“The committee recommends that 
there be distributed throughout the 
jewelry industry the names of those 
manufacturers who fail or refuse to 
enter into contracts which will pro- 
tect their trade-marked products 
under the fair price laws.” 


The report of the silver committee, pre- 
pared by William G. Thurber, chairman, 
Providence, instructed its executive com- 
mittee at the earliest possible time to call 
upon the silverware manufacturers and 
discuss with them individually and col- 


Huge Volume of 


In contrast to previous trade meetings 
at which the matter of jewelry publicity 
had been discussed somewhat apatheti- 
cally, the Thursday morning convention 
session took on the nature of a pep meet- 
ing, with prominent retailers from all 
parts of the country taking the floor to 
testify in behalf of the splendid benefits 
derived from this well-directed project. 

The effectiveness of the huge display 
of printed material, representative of the 
work of June Hamilton Rhodes, Inc., was 
enhanced by the merchandising commit- 
tee’'s report which preceded it, at which 
time two of the leading consumers’ pub- 
lications, Vogue and House and Garden 
were represented. 
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lectively as a Guild, the application under 
the Miller-Tydings Act and see that the 
opportunities offered under this legisla- 
tion are put into effect as rapidly and 
completely as possible. 

Better control of the manufacturer’s 
product so as to eliminate price-cutting, 
elimination of promotional silver patterns 
and support of the Jewelers Publicity 
Campaign were some of the subjects the 
executive committee, consisting of Presi- 
dent McNeil, Vice-President Streeter and 
Mr. Thurber, discussed with six of the 
principal silver manufacturers last Oc- 
tober and June, said Mr. Thurber’s report. 


Cartoun Backs Credit Selling 


M. Fred Cartoun, vice-president of 
Longines-Wittnauer Co., [nc., speaking in 
support of installment selling, which he 
said had boosted sales as much as 100 or 
200 per cent, said that the general public 
has now become educated to the fact that 
they can buy better merchandise on the 
deferred payment plan, and that their 
taste has opened up a new field of busi- 
ness for the better jeweler. 

“Jewelers going into deferred payment 
sales,” said he, “must do so wholeheart- 
edly if they wish to be successful. . ... 
Only through the medium of widespread 
though dignified advertising will the jew- 
eler obtain fullest benefits from his ef- 
forts.” 

He distributed copies of a brochure the 
Longines-Wittnauer Co. has prepared, ex- 
plaining its plan of deferred charge ac- 
count business. 

The national association roster was 
increased by 600 absolutely new members 
during the past year through the efforts 
of state associations, L. M. Campbell, 
Canandaigua, N. Y., chairman of the 
membership committee, reported. None of 
the 600 had ever been enrolled in 
A.N.R.J.A. 

Kenneth I. Van Cott, reporting as chair- 
man of the Wholesale-Retailing com- 
mittee, said that the test case by the 
Federal Trade Commission against L. & 
C. Mayers Co., Inc., of New York, has 
not been allowed to drop, but “the appeal 
made by the company from the decision 
of the F.T.C. is before the United States 
District Court, and, in due time, the case 
will be reached on the calendar.” 


Publicity Displayed 


The sentiment of the meeting was 
voiced by Wilson A. Streeter, Philadel- 
phia, regional vice-president, when he 
said: 


“Publicity is the insurance of the 
future of our industry. Unless we 
can create a desire on the part of 
the public for our merchandise 
there will eventually be no jewelry 
trade. This matter of cooperative 
publicity should be considered by 
you as individuals as part of your 
legitimate advertising program.” 


After a dramatic moment when William 
D. McNeil, chairman of the committee, 
deplored the slow influx of funds to meet 
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“USE CHESTS to sell larger units of silver- 

ware,” counseled Paul W. Monohon, sales 

manager of the Watson Co., who led the silver 
clinics. 


KENNETH N. WHATMORE, general advertis- 
ing manager, International Silver Co., who 
conducted a window display clinic. 


this year’s budget of $50,000 he was ac- 
corded a rising vote of confidence for his 
efforts on a motion made by Kenneth I. 
Van Cott, of Marcus & Co., Fifth Avenue 
jewelry establishment. He termed Mr. 
McNeil’s efforts in this cause as indefati- 
gable. 

Henry Rank, of the Milwaukee firm of 
Rank & Motterdam, who is an ardent be- 
liever in the value of this program said, 
“I hope that we’ll soon get to the place 
where we will have $100,000 instead of 
$50,000 for this work. Let’s metamorphose 
our industry by way of publicity.” 

William G. Drosten, St. Louis, Mo., 
retailer, vice-president of the Northwest- 
ern region said, “The goal of $50,000 
makes us look like a bunch of pikers, when 
we consider that the trade raised $800,000 
some years ago for an advertising pro- 
gram.” 

Vogue and House and Garden were 
represented by Miss Frederika Fox and 
Mrs. Margaret Dargen, respectively. 
They outlined the scope of work with 
jewelry and silver, not only in editorial 
matter but in merchandising helps for the 
retailer as well. 

The convention concluded Friday morn- 
ing with the acceptance of constitutional 
changes, committee reports and the re- 
election of officers. 

More than 300 gemological degree-hold- 
ers and students, mostly from Eastern 
states, attended the all-day meeting Mon- 
day and gemological sessions Tuesday 
afternoon and night. 
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CHICK SHAVERS have been used for 
five years. More than a million-and- 
a-quarter men shave with the Schick daily. 
Out of their day-by-day experiences come 
the proofs of the lasting qualities of this 
remarkable shaver. 
No other shaver can possibly have this 
proof—none has been in use long enough 
to demonstrate that it can shave, day 







after day for years, with no appreciable 
wear of the cutting surfaces. 

From thousands of unsolicited, un- 
paid-for letters we have chosen twelve ex- 
tracts which speak for themselves. These 
all come from men whose sincere en- 
thusiasm and gratitude impelled them to 
write to us. 


LAWRENCE ELLIS—I and my brother-in-law have used it every day. This 
totals about 2520 shaves—cost me slightly above one-half cent for each shave. 


Ww. A. N.—My shaver has been used approximately 2733 times at an average cost 
of 6/10 of a cent. 


ED ERIKSEN—I have now had over 1800 consecutive shaves. 

WILLIAM N. LEAF... a daily user for the past five hundred shaves. 
CHARLES DIMMLING—Three of us used the Schick regularly—a grand total 
of 4600 shaves. This has been done without a single repair. 

WILLIAM H. BIRD—At Christmas, 1932, I was presented with a Schick. I have 
a son who also uses it. I figure this razor has done 3000 perfect shaves. 

DAVID LEWIS—I have used my Schick every day since 1932—more than 1500 
shaves. 

KENNETH C. MILLER—This morning I used mine for the 1319th time. 

E. D. MICHALKE—On November 8, 1932, I bought one of your shavers. My 
brother also used it for two years, which means an average of 6 years’ use... 
It will probably last indefinitely. 

DAVID SIMPSON—Today I have completed 1000 daily shaves with the Schick. 
D. A. TURNER—Shaved every day for three years (1095 times) without spend- 
ing a penny for repairs or replacements. 

SHIDELER H. HARP E—He and a squad of fifty-some men used his Schick for 





10 days while on flood duty. 


Could shaving be more 
economical ? 


The Schick was designed, not only to be 
the fastest, closest shaving instrument 
in the world, but to last as long as human 
brains and skill could make it. 


We do not know of any other shaver 
that duplicates or approaches these qual- 
ities. So that an investment in a Schick 
Shaver is a proved certainty, not an ex- 
perimental hope. 


The Schick does pay for itself over 


and over again, as many user witnesses 
testify. 


Why you should sell 
Schick Shavers 


These testimonials, and countless others, 
tell of Schick superiority. We are backing 
our belief in the Schick with a large na- 
tional advertising campaign and an elab- 
orate dealer sales-promotion plan. Cash 
in on this by displaying the Schick 
prominently and by using our co-oper- 
ative local advertising plan. 


SCHICK DRY SHAVER, INC., STAMFORD, CONN. Western Distributor: Edises, Inc., 
San Francisco. In Canada: Henry Birks & Sons, Ltd., and other leading stores 


_SCHICh € 
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Diamond Importers Give Dinner jn 
Honor of Frans Raeymaekers 


International friendships in the dia- 
mond industry were further cemented 
when about 20 diamond importers gaye 
a dinner at the Warwick Hotel, Ney 
York, the night of August 3 in honor of 
Frans Raeymaekers of Amsterdam and 
Antwerp. A Movado wrist watch wit 
an engraved expression of good will was 
presented to Mr. Raeymaekers as a token 
of esteem from his friends who were 
present. 

Peter M. Fahrendorf, publishing diree. 
tor of THE JEWELERS’ Circuar-Keystoyp, 
was introduced as toastmaster by William 
B. Ogush of Katz & Ogush, Inc., who 
called the gathering to order. Thog 
present, in addition, were: Henry Miller 
Robert Viet, Louis Hartzberg, Martin 
Untermeyer, Jules Kroll, Herbert Oppen. 
heimer, Walter Lehman, David Shimap 
Maxwell Davidson, Meyer Robbins, Eus- 
tace Grun, Murray Schless, Dr. J, A, 
Devlin, Max Maybaum, William C. Gry. 
ner, Reginald Reichman, Daniel Price, 
Gaston Marchand and Louis Samler, 





JOSEPH ASSCHER 


The death of Joseph Asscher, famous 
European diamond cutter, who cleaved 
the Cullinan diamond and other famous 
stones, was reported in a special cable to 
the New York Times, Aug. 19. Mr, 
Asscher died in Deauville, France. He 
was aged 66. 

A master of the diamond cutting art, 
Mr. Asscher’s first achievement of note 
was the cleaving of the 973-carat Excel- 
sior diamond for de Beers of London, 
The 3,000-carat Cullinan was cut five 
years later, and presented to King Ed- 
ward VII by the South African govern- 
ment. For this accomplishment he was 
rewarded with a massive silver bowl. 
The Queen of Holland conferred on him 
Knighthood of Orange-Nassau. 

He lived in Paris for more than 4) 
years and was president of The Nether- 
lands Chamber of Commerce there and 
managing director of the diamond firm of 
J. Asscher et Compagnie, Paris. Three 
years ago when the Netherlands diamond 
industry was reorganized Asscher was 
named as one of the heads of the new 
organization, which was supported by the 
government and financed by the Amster- 
damsche Bank. 


To Clear Any Confusion Regarding 
Treasure-Craft, Inc. 


To allay any question which may have 
arisen in the mind of anyone reading 
the announcement of the formation of a 
new corporation known as_ Treasure- 
Craft, Inc., in the August issue of this 
journal, it is reiterated that this firm is 
a separate entity, and not in any way 
connected with J. R. Wood & Sons, Ine. 
Offices are maintained in the Wood build- 
ing, 1325 Atlantic Ave., Brooklyn. 





LOUIS N. MATHEWS 
Etmira, N. Y.—Louis N. Mathews, 79, 
retired jeweler of this place, died Aug. 
4, after an extended illness. Upon his 
retirement from business several years 
ago he retained his interest in a number 
of local enterprises. 





“The Sunday Morning Quarterback,’ 
starring Benny Friedman, gridiron her, 
is the title of a radio program scheduled 
by Parker Watch Co. over WOR and 
WGN, at 11:45 o’clock E.S.T. Sunday 
mornings during the football season. 
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93 Failures, $1,151,866 Liabilities in 6 Months of 
1937 Compare with 127 and $2,222,298 a Year Ago 








PROVIDENCE, R. I, — Manufacturing 
jewelers and concerns importing or deal- 
ing in jewelry, watches, clocks, silver- 
ware, goldware, platinum, plated articles, 
diamonds, precious stones, semi-precious 
stones and synthetic stones throughout the 
United States, enjoyed considerably more 
prosperity during the first six months 
of this year than in the corresponding pe- 
riod a year ago, according to figures 
just released by the research department 
of the Jewelers’ Board of Trade. 

Figures covering financial difficulties in 
the trade throughout the country from 
January to July this year show four 
manufacturing jewelry concerns with lia- 
bilities amounting to $41,157, as compared 
with 17 manufacturing firms with liabil- 
ities aggregating $672,656 for the similar 
period of last year. The survey lists 
seven wholesalers with liabilities amount- 
ing to $147,128 in this year as compared 
with ten wholesalers with liabilities of 
$276,300 in the first six months of 1936. 

In the retail field this year, there were 
listed 69 whose liabilities aggregated 
$956,516 while during the corresponding 
period of 1936 there were 93 retail con- 
cerns failed with liabilities amounting to 
$1,245,637. Three repairers are in the 
present year’s list with liabilities of $7,067 
and in 1936 there were seven repairers 
with liabilities amounting to $27,663. 

The total number of failures in the 
United States in all branches of the 
jewelry trade for the first six months 
of 1937 was 83 with aggregate liabilities 
of $1,151,866 as compared with 127 fail- 
ures during the corresponding period of 
1936 for liabilities amounting to $2,222,- 
298. 


F.T.C. Obtains Stipulations from 
Three New York Jewelry Firms; 
Cites a Fourth Firm 


WasHINGToN—Alleging false advertis- 
ing practices by two New York City firms, 
the Federal Trade Commission has an- 
nounced that the two dealers complained 
of have entered into stipulations agreeing 
to discontinue the practices. 

H. Birnbaum, 154 Nassau St., operating 
as the Fashion Jewelry Co., has agreed 
to stop advertising that rings and watches 
are hand-engraved or chased unless, the 
Commission’s announcement stated, “such 
is a fact.” Birnbaum also agreed, accord- 
ing to the announcement, to discontinue 
advertising that a watch would be given 
free to purchasers of a ring on the install- 
ment plan. The Commission objected to 
the inference in the advertisements that 
the watch would be given the purchaser 
at the time the initial payment was made 
when, according to the complaint, it was 
not received by the customer until the final 
installment was paid. 

Solomon Michelson, 74 Bowery, oper- 
ating as the New York Jobbers, charged 
with advertising rebuilt watches as new, 
has agreed to publish hereafter in “con- 
Spicuous type” statements indicating the 
watches are “rebuilt.” Michelson, accord- 
ing to the announcement, also has agreed 
to abandon the advertising claim that his 


pane are engraved unless such is the 
act. 





‘Gold Filled’ Stamping Checked 


The Commission has announced that 
Samuel Friedman, trading as the Brite 
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Speciality Co. of 121 E. 24th St., New 
York, has entered into a stipuation agree- 
ing to cease stamping or branding wrist 
watch buckles with the word “gold filled” 
when according to the Commission, such 
products “do not contain a coating of gold 
of such substantial thickness as to be 
properly and accurately designated or re- 
ferred to as gold filled.” 

Misrepresentation of the character and 
quality of wrist watch buckles is alleged 
in a complaint issued by the Commission 
against Algren Mfg. Co., Inc., 8 Washing- 
ton Place, New York. The complaint 
charges the company with unfair prac- 
tices in violation of Sec. 5 of the Federal 
Trade Commission Act. 

Buckles sold by the respondent company 
to jobbers and retailers, and resold to the 
purchasing public, allegedly are branded 
“gold-filled,’ when, the complaint charges, 
they do not contain a layer or coating of 
gold of such substantial thickness as to 
be properly and accurately represented 
or designated as “gold-filled.” : 

A substantial portion of retailers and 
of the purchasing public, according to the 
complaint, are of the opinion that the 
words “gold-filled” denote a quality ex- 
ceeded only by solid or carat gold, and 
acting upon such belief are led to pur- 
chase the respondent company’s mis- 
branded buckles. 


MAX LAZARUS 


Newark, N. J.—Max Lazarus, who in- 
vented and perfected the electric watch 
cleaning machine that is manufactured by 
the L & R Mfg. Co., Newark, of which 
he was president, was stricken fatally with 
a heart attack Aug. 6. Returning recently 
from a visit to the firm’s London sales 
office, where he arranged for further dis- 
tribution of the machine in Europe and 
the British Dominion, Mr. Lazarus was 
ill, but he recovered and was in fine 
spirits and seemingly good health and 
was daily at his factory until the day of 
his death. 

Mr. Lazarus formerly engaged in the 
jewelry business in Macon, Ga. Max 
Lazarus, Jr.. who has been associated 
with the L & R Mfg. Co. since its forma- 
tion, will succeed his father in the presi- 
dency. 





WILLIAM C. CLARK 


ScHENEcTADY, N. Y.—William C. Clark, 
84, who rose from errand boy to senior 
partner in the firm of Clark & McDonald, 
215 State St. here, died recently at his 
home at Altamount, N. Y. 





HENRY C. SHELDON 


BripGETON, N. J.—Henry C. Sheldon, 31, 
former jeweler, died at his home here 
Aug. 10 after a two-weeks’ illness. <A 
resident of Bridgeton all his life, he was 
associated with his father, Thomas G. 
Sheldon, in the jewelry industry. 





SHANE TO W. B. CROW 


Denver, Cort.—Helen H. Shane, for 
many years employed by the W. W. Ham- 
ilton Jewelry Co., Inc., is now associated 
with William Bryan Crow, 335 Univer- 
sity Bldg., here. 
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Grade 
Reconditioned 


GOLOPLATE 


Famous (Thin Model) 12 Size 
17 JEWEL COLONIAL 
WALTHAM 


14K White Gold Filled or 
10K Yellow Rolled Gold Plate 12.00 


Same in Streamline Elgin 12.50 
For many other exceptional 
values, send for our new sixteen 
page illustrated catalogue. 


WEKSLER & GOODMAN, Inc. 
Distributors of Keystone, Star, Belove, 
Master and |. D. Watch Cases 


5 SOUTH WABASH AVE., CHICAGO 

















“OUTI" That's the decision you'll make 
about the high cost of fire insurance when 
you consider this fact: Since 1914, The 
Jewelers Mutual has saved its policyholders 
over $650,000.00 on the cost of their in- 
surance. 

Remember this fact when it's time to renew 
your fire or windstorm insurance. 


FIRE INSURANCE 
JEWELERS INSURANCE 
Ne 

















A Complete Stock of Loose 
Diamonds and Mounted Jew- 


elry on hand at all times. 


We Solicit Your Memo Requests. 
S. LESSE & SONS, Ine. 


Manufacturers of 


Fine Diamond Jewelry 
732 Chestnut St. Philadelphia, Pa. 

















Stop Representing Products as Containing Gold, F.T.C. Tells 
Makers and Distributors of “Dirigold”; Advertising is Cited 


WasuHincTon, D. C.—The American 
Dirigold Corp., Kokomo, Ind., the Diri- 
gold Metals Corp., Barrington, Ill., and 
Dirigold Distributors, Inc., Chicago, have 
been ordered by the Federal Trade Com- 
mission to cease and desist from repre- 
senting as containing gold certain table 
ware and other articles which, the Com- 
mission said, are made from an alloy of 
metals containing no gold and sold in 
interstate commerce under the designation 
of “Dirigold.” 

Dirigold and the products made there- 
from, according to the findings, do not 
contain gold, but are composed chiefly of 
aluminum and copper, such _ products 
being highly polished and so finished that 
they are of the color, luster and appear- 
ance of 14-karat or 18-karat gold. The 
name “Dirigold,” it is said, is stamped on 
the respondent’s ware, forms a prominent 
part of their trade-marks, and is used 
on their letterheads and in other printed 
matter as a general descriptive term for 
such ware. 

Findings are that advertising matter 
used in promoting the sale of the ware 
contained, in connection with the word 
“Dirigold,’ such descriptive phrases as 
“Solid and plated,” “Like the precious 
metals—Dirigold is solid clear through,” 
and “No home need be denied the rare 
luxury and beauty of gold on the table 
and in the home.” 

Identical orders entered by the Com- 
mission against the respondent corpora- 
tions direct them to discontinue represent- 
ing, through use of the word “Dirigold” 
or “gold” or any coined word containing 
the word “gold,” in their corporate names 

















The Biltmore” 





World Famous 
Dining Rooms 
Renowned 
Entertainment 
Library 
Turkish Baths 
Travel and 
Steamship Services 
Children’s 


Playroom 




















PRESTIGE 


You Can Reach Me at 


Dy) ... long the by-word of the dis- 
| criminating visitor to New York, 
and now, more than ever, significant 
of a keen appreciation of the high- 
est standards of gracious living. 

In the very midst of important 
New York and with direct con- 
nection to Grand Central, The 
Biltmore offers to its patrons the 
luxury, comfort, atmosphere, and 
service of a fine home. 


THE BILTMORE 


David B. Mulligan, President 


Madison Avenue at 43rd Street, New York 
Adjoining Grand Central 
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or as descriptive of or as trade-marks f, 
their products, that such tableware 
other articles contain gold. ”~ 

The Federal Trade Commission Said j 
was found that two of the respondents 
the American Dirigold Corp. and Din 
gold Distributors, Inc., use in some of 
their printed matter the qualifying phras 
“Contains no gold,” in connection “as 
the name “Dirigold,” but that not all buy- 
ers or prospective buyers of the respon- 
dent’s wares see or have the Opportunity 
to see the printed matter containing such 
qualifying phrase. 

G. H. Niemeyer, chairman of the 
Jewelers Vigilance Committee, said jp 
reference to this decision: “It is very 
gratifying to find the Federal Trade Com- 
mission taking such a strong position con- 
demning the use of the word ‘gold’ in con- 
nection with a trade name such as ‘Diri- 
gold,’ even in those instances where the 
attempt is made to qualify the mislead- 
ing term used by the addition of a nega- 
tive statement that the article contains 
none of the precious metal indicated. 

“The Jewelers Vigilance Committee has 
been interested in the ‘Dirigold’ case for 
many years, and we consider that this 
decision is one of the utmost importance 
to the jewelry industry. 

“T hope that every jeweler will now be 
on the lookout for the use of any name or 
trade mark which is a coined, colorable 
imitation of the names of the precious 
metals, gold, silver and platinum.” 





ALFRED REEVES 


Alfred Reeves, who engaged in the 
jewelry trade for more than 40 years, 
died Monday, Aug. 9, after a short ill- 
ness at his summer home at Northport, 
L. I. He began in business with Ekfeldt 
& Ackley, old jewelry house on Maiden 





The Late Alfred Reeves 


Lane. For 20 years he represented A. 
Wittnauer Co. and upon the reorganiza- 
company joined Patek, 
Philippe & Co., Inc., 630 Fifth Ave., as 
trade representative. He had a large fol- 
lowing in New York City where he called 
on the Fifth Ave. trade, and was well 
known as far as Chicago. 

Mr. Reeves, who was aged 56, was 
regarded by all as a man of character 
and integrity and always worked for 
everything in the interest of the trade. 
He was a former vice-president and was 
active in the work of the Brotherhood of 
Traveling Jewelers. 

Surviving are his widow, a son and 
three daughters. The funeral was held 
Aug. 12, from his home in Flushing, L. I. 
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Diamond Smuggling Ring Leaders 
Sent to Prison—10 Placed on 
Probation 


With the sentencing of 25 guilty dia- 
lers on Aug. 27, two rival 
mond smugg ; 
smuggling rings, which are reported to 
have brought about $13,000,000 in dutiable 
diamonds into this country in the seven 
years of their activity, were smashed. 

Sentences, passed by Judge Murray 
Hulbert, in the U. S. Southern District 
Court, in New York City, the day after 
19 men and five women changed their 
pleas to guilty, ranged from 30 days to 15 
months imprisonment and fines of $100 
to $10,000. All of the alleged carriers 
escaped with suspended sentences. 

The total amount of the fines levied 
totaled only $40,850. 

On Aug. 27 two of the original 55 de- 
fendants had elected to stand trial, and 
24 others were out of the country. The 
first two will be tried at an early date, 
and the U. S. Attorney’s office will con- 
tinue its efforts with the State Depart- 
ment to have its nationals returned here 
to stand trial. 

In passing sentence Judge Hulbert took 
into consideration the fact that most had 
finally elected to change their pleas to 
guilty, thereby saving the government 
considerable expense in conducting the 
trials. 

All defendants who were fined, whether 
or not their sentences were suspended, 
were ordered committed to jail until their 
fines are paid. In the case of those whose 
sentences were suspended the court di- 
rected that they be placed on probation 
during the duration of the sentence. All 
were continued in bail until Sept. 20 to 
allow them to observe the coming Jewish 
holidays at home. Then they are to sur- 
render to serve their terms. 

Mark Ginsburg, 1444 Shakespeare Ave., 
the Bronx, termed the “master mind” of 
one ring, received a prison sentence of 
15 months and was fined $1,500, while 
Berl Sonenberg, Queens, who formed 
another ring of his own, received a prison 
sentence of six months and was fined 
$10,000. 

The other defendants and their sen- 
tences were as follows: 

Sol Brandes, 1930 Ocean Parkway, 
Brooklyn, fourteen months, $1,500; Israel 
Mandelkern, 1579 East Fourth Street, 
Brooklyn, eight months, $1,000; Harry J. 
Silver, 97 Brooklyn Avenue, Brooklyn, 
three months, $1,000; Albert Graftstein, 
210 West Seventieth Street, ten months, 
$2,500; Isaac Firstenberg, 3067 Decatur 
Avenue, Bronx, three months, suspended, 
$100; Abraham Belman, 1490 Jessup Ave- 
nue, Bronx, a year and a day, $3,000; 
Max L. Silber, 175 Riverside Drive, three 
months, $1,000; Osias Lukin, 1575 East 
Fourth Street, Brooklyn, fourteen months, 
$6,000. 

Also Hyman Koval, 2925 Matthews 
Avenue, Bronx, fourteen months, $3,000; 
Samuel Ollman, Antwerp, Belgium, a 
year and a day, $2,000; Morris Best, 710 
Avenue S, Brooklyn, four months, sus- 
pended, $250; Louis Cohen, 3715 Avenue 
T, Brooklyn, three months, $1,000; Joseph 
Borek, 3353 Barker Avenue, Bronx, three 
months, $2,000. 

Aaron Feldstein, 1950 Andrews Ave- 
nue, the Bronx, six months, suspended, 
$500; David Maringer, 143 Linden 
Boulevard, Brooklyn, thirty days and 
$1,500. 

Helen Glassman, 1455 Sheridan Ave- 
nue, the Bronx; Beckie Rod, 976 East 
178th Street, the Bronx; Morris Fishman, 
124 South Thirteenth Street, Philadelphia ; 
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Joseph Fishman, 1251 Grand Avenue, the 
Bronx; Esther Sherman, 
Parkway, the Bronx; Anna Lasaukas, 
1444 Shakespeare Avenue, the Bronx, and 
Cleo F. Proujanski, 285 Fort Washington 
Avenue, received sentences of six months 
each, all of which were suspended 





J. WARREN ALFORD 


East ORANGE, N. J.—J. Warren Alford, 
who for many years was associated with 
his father, the late C. G. Alford, in the 
former wholesale jewelry firm of C. G. 
Alford & Co., New York, died Aug. 4, 
of a heart attack in Hanover, N. H. He 
was aged 62. 

Mr. and Mrs. Alford were returning 
to their home here after spending several 





The Late J. Warren Alford 


days at Lake Morey, N. H., and stopped 
for the night at the Hanover Inn where 
he suffered the attack. 

He was one of the founders and at 
various times president, vice-president 
and director of the Jewelers’ 24-Karat 
Club and also held membership in the 
Jewelers’ Security Alliance and _ the 
Jewelers Board of Trade. Leaving the 
jewelry trade in 1923, he went with a 
New York wholesale fabric house, and 
in 1927 became executive secretary of the 
Associated Bankers Title & Mortgage 
Guaranty Co. of the Oranges. He was a 
former president of the Rotary Club here, 
and held office in other civic and busi- 
ness organizations. He was also active 
in the alumni activities of Princeton Uni- 
versity of which he was a graduate. 





Monroe Engelsman 


Monroe Engelsman, once a prominent 
figure in the diamond trade, died sud- 
denly Aug. 15, at the age of 71 years. He 
was on a trip in the West at the time of 
his death. 

Mr. Engelsman was a_ pioneer dia- 
mond merchant of the Maiden Lane sec- 
tion, and used to make several trips 
abroad each year. After suffering a 
stroke about 25 years ago he devoted his 
time to the promotion of a ring gauge, 
diamond setters’ tweezers and other of 
his inventions, together with jewelers’ 
supplies. Even until late years he con- 
tinued his interests in the trade. 

Mr. Engelsman was highly regarded 
by the jewelers he met in his extensive 


travels throughout the country. He held | 
membership in various trade associations, | 


and was a Mason and a member of the 
Hungarian Society of New York. 
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PLAN NOW for a BIG CHRISTMAS 


@ It can be your best in years. But the stores 
that are to cut the sweetest melons are those 
that will go after business most aggressively. 
Plan to sway customers with an arresting adver- 
tising program—one that tells and sells a sparkling 
sales story. Jewelers like this smart, flexible 
punchy plan. Enables you to tie-in with the 
nationally advertised lines you now feature. Fits 
all size stores—cash or credit. Pre-tested for cash 
register results. Its low cost makes it doubly ef- 
fective—and interesting to you. 


SEND FOR SAMPLES TO-DAY 


@ Our Book of Christmas Treasures is now ready. 
Leading jewelers in nearly every state have already 
injected this plan into their Christmas promotional 
programs. Each day more acclaim it—and adopt 
it. You'll want to see it too. Sold to but one 
store in each trading territory. Send postcard 
today for our story—and samples. No obliga- 
tion—of course. 


THE HART PUBLICATIONS, INC. 





1161 Merchandise Mart, Chicago, Ill. 














HERCULES 


SPRING 
PINS 


WITH DOUBLE 
SHOULDERS 









* * * * * DOUBLE SHOULDERS GIVE DOUBLE 
VALUE, PERFECT FIT AND POSITIVE SECUR- 
ITY—ONE PIN FITS TWO LUG SIZES—- 
EASY TO REMOVE FROM BLIND HOLES—BUY 
THESE SPRING PINS FROM YOUR JOBBER. 


F.H. NOBLE & CO. 


Manufacturers 


535-559 W. 59th St. Chicago 

















Watch Inspectors Hold Meeting H. KURI 27 MAIDEN Lane | 


| 
In New York | NEW YORK, Nv. Y. 
DESIRABLE | ian he 
The watch inspection committee sub- | L <1 m 


mitted an optimistic report to President 


SPACE William D. McNeil of the A.N.R.J.A. The 


At Attractive Rentals 
Now Available in 








FINISHED BALANCE STAFFS 
for Sw.ss watches. Also imitation 
staffs for Elgin, Waltham and 
other American watches. 3000 
gross in stock, over 250 different 
sizes, models and lignes. Also 
STEMS for Swiss watches. 





Per dozen (not less of one ligne, size)..... ... $.25 
Per gross (not less of one ligne, size)..... || 2.00 
Large quantities of BALANCE STAFFS or — 


STEMS sold at special discounts to jobbers. 
ASSORTMENTS of Balance Staffs or Stems for 
either A.S.. BULOVA or GRUEN watches, 
from Baguette to 10'2 ligne. Each assortment 
contains 12 different models. 

Assortment of 3 doz. $1. Assortment of 6 doz. 1.75 
Balance Staffs for Swiss watches. 24 separate — 
models for BAGUETTE from 2' to 423 ligne 

or from 22 ligne BAGUETTE to 13 ligne, 

Per assortment of 6 dozen .......... ......, 2.00 
CABINET of 144 dozen Balance Staffs, 144 dif- 
ferent kinds for Swiss watches or for Swiss 

and American watches, | dozen of each kind. 
Each size or model in separate, celluloid, 

| rust-proof bottles, fitting approximately 200 

} DIFFERENT MOVEMENTS. 

From Baguette to 12, 16 size pocket watches 
EE 6 since s ebsiehig hUeenees 6 ib 0s clan c<da 36.00 
Same assortment, '> dozen of each............ 20.00 
ASSORTMENT of STEMS containing 72 models 

for Swiss watches from Baguette to 13 ligne, 


Some equipped with | ACL Sau ae oF aes tei — 
Built-in Vaults 


JEWELERS’ 
BUILDING 


20 WEST 47th STREET 
NEW YORK CITY 





AIA attractive cabinets, each size and model parti- 
William C. Donnelly tioned, containing celluloid, rust-proof bottles. 
CROWNS: A specially priced assortment of 
popular sizes in CROWNS. white, yellow and 


watch inspectors met at the Hotel Lincoln chromium finish, from Baguette to 10'> ligne. 








] r : F Tr :  ¥ A box containing 100 crowns ........ Leesa: 
Among our Tenants are | on Aug. 25. The meeting was attended || BALANCE HOLE JEWELS for American 
by about 120 members of the Baltimore | | watches, high grade quality, per dozen..... on 2 
Henri Bouvier & Ohio and Alton Railroad companies | proce gg ge to 10" i on ae 1.50 
Chinese Gems Co.. Inc. staff of watch inspectors. William C. | ES Ae 5, Ree 1.25 
Cosmopolitan Sales Co. Donnelly, general supervisor of Balti- | comeartments with 144 rust-proof, celluloid 
H H . ri is i otties, 142 inches long, 4 inches wide, and 
Davidson & Sons Jewelry Co.., Ine. more & Ohio time Seevaee, oe chairman of if, inch high. Fine finished, strong and durable, 
xs . 5 the Watch Inspection Committee of the good for many years. Complete .............. 1.75 
Max Fine & Sons, Ine. A.N.R.J.A HANDS. | steel ‘blue, “fine finish for Swiss 
" : a ee 7 ae racelet watches from 5 to 5%4 ligne or from 
Harry & Ben Frackman, Ine. 6 to 6% I'are. Per dozen pairs on a card... 35 
, » | eeaeitemeniel Same in Mirte hands only. 2 dozen on a card 40 
~ 0 aos _ C Shipped C.O.D. or against payment in advance. 
“ange ay yang nang Oneida, Ltd., Representatives Hold Postage charged. 
Wm. S. Hedges & Co., Inc. 
Walter Lampl | Week-Long Conference 
Michael Levy Jewelry Corp. Fortified with new items, displays, in- 
Louis Manheimer & Bros., Ine. troductory offers and sales arguments, 
Charles Marx agents of Oneida, Ltd.,.Oneida, N. Y., | 
David Mayer & Bros.. Inc. | returned to their respective territories 


Milton S. Meyer throughout the country after the semi- T 
Michele . annual sales conference here the week of HIMBLE 
~~ tan -samamaaae aa July 26. Royal York, the new Tudor iS 


. Nass &S ; 
M ass & Son Plate pattern was introduced, together 


New Haven Clock Co.. Inc. with new packaging and counter cards. : ' : 
Ollendorff Watch Co., Inc. Promotion will include weekly national Made in Sterling Silver— 
Chas. Preiser broadcasts over 34 stations, featuring 10Kt. and 14Kt. Gold 
Louis Puchkoff ° | Peggy Tudor with Emily Post, Edgar 

Joseph Purkert Guest, Angelo Patri and Beatrice Fair- 

Jules Racine & Co. fax as guests. Community Plate will be 


promoted by a heavy fall program of 
magazine advertising, Sept. 7 to Dec. 10, 
scheduling more than 68,000,000 impres- 
sions in eight popular national magazines. 


Reichman Bros., Inc. 
Aaron Rosenberg 
Shaw & Davis, Inc. 


Star Watch Case Co., Ine. New Community chests were shown. It 
Sterling Silversmiths’ Guild of America was said that more pressure will be made 
Sundial Watch Co. for sales of larger sets in keeping with 
Superb Diamond Cutting Corp. improved conditions. The packaging for 
Towle Mfg. Co., Inc. children’s items has been redesigned and 
Paul Vallette Watch Co.. Inc., of SOW CHES ER rep ereNs Snes. Atten- 

Denaben | tion was shown the new Coronation pat- 
Wolfcheim & Sachs. Inc. | tern in china, matching the flatware de- 


| sign brought out last fall. Lighted display | 
racks for this product, available to re- 


tailers, were featured. j 4 Sere 
RN OT TE TIE I I NE 7 


Wurster & Herr 








Inquire of 
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Fine Emerald Ring Missing from 


WALTER J. JOYCE ieountie 4am | sepee mon. om. 


A fine emerald ring, with a cost price of 


Managing Agent $9,500 was discovered missing from a 269 SOUTH 9th STREET 
20 West 47th Street window in the store of David R. Rough, PHILADELPHIA 


Inc., Newport, R. I., on Aug. 9. 

Telephone: BRyant 9-5821 Ihe emerald weighed 10.06 cts. and ESTABLISHED 1839 
was a shallow stone, of good color. It 

was mounted with baguette diamonds. 
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NEW YORK: 


Harry Davis, who is widely known in 
the trade, is now associated with Gold- 
kraft Mfg. Jewelers, Inc., 49 Maiden 
Lane. : 

David Diamond has been appointed 
representative for I. D. Watch Case Co. 
for the Pacific Coast. His address is 220 
West Fifth St., Los Angeles, Calif. 

Ben Biffar, Maiden Lane wholesaler, 
enjoyed a well-earned week’s vacation, 
early in August, during which he and 
Mrs. Biffar toured New York state. 

Philip Cheskin, foreign buyer for Heller 
Deltah, who recently returned from 
abroad, plans to leave again this month 
for Japan, his second Oriental trip this 
year. 
“Max Moser, traveling for Paul de 
Vries, diamond cutter and importer at 
580 Fifth Ave., recently made a complete 
road trip to the West Coast and the 
South. 

Henry Green, of the Vogue Jewelry Co., 
9 Maiden Lane, left on a motor trip to 
Raleigh, N. C. and Lynchburg, W. Va., 
where he spent his vacation, the last of 
August. 

George Sternecker, New York represen- 
tative of Doyle & Co., Inc., Attleboro, 
Mass., manufacturing jewelers, returned 
last month from a vacation spent in the 
Poconos. 

David S. Abrahams, formerly of Seg- 
man & Abrahams announces his return 
to the jewelry business under the firm 
name of Abrahams & Krivitzin, at 106 
Fulton St. 

Frank P. Somes, trade representative at 
15 Maiden Lane, reported a_ successful 
business trip over the Philadelphia and 


Baltimore territory, which he covered 
‘ast month. 
Ernest E. Muller, retailer of 19 E. 


Main St., Malone, N. Y., recently spent 
a week visiting his son, Edward E. 
Muller, Hollis, L. I., and calling on the 
trade here. 

Milton S. Meyer, of the firm of Henry 
Meyer, 20 W. 47th St., returned recently 
on the Champlain after visiting the pre- 
cious stone markets of London, Antwerp 
and Paris. 

The result of the election of officers of 
the International Jewelry Workers Union, 
Local 1, announced Aug. 3, was: George 
Rosen, president, and Leon Williams, 
business manager. 

George L. and Herbert H. Dillingham, 
of the watch and diamond firm of G. L. 
& H. H. Dillingham, 21 Maiden Lane, en- 
joyed their vacations, last month, at Og- 
densburg, N. Y. 

Bert Young of Jules Franklin, Inc., im- 
porters of precious stones, 608 Fifth Ave., 
returned Aug. 19 on the Conte di Savoia, 
from the precious stone markets of Lon- 
don and Paris. 

William F. McGowan, New York trade 

representative of the General Findings & 
Supply Co., Attleboro, Mass., spent the 
middle of August at Isleboro, Me., enjoy- 
Ing a vacation. : 
_ 8. Samborn, long connected with the 
Jewelry trade, has opened a new retail 
store at 1703 Broadway. His engagement 
to Miss Henrietta Feinman, of New York, 
has been announced. 

Henry Duizend of Jacques Mandel- 
baum, Inc., importers and cutters of dia- 
monds, 2 W. 46th St., returned Aug. 17 
on the Aquitania after five weeks visiting 
the diamond markets. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 





George Old, manager of the Maiden 
Lane offices and store of the International 
Silver Co., and Joseph D. Little and Wil- 
liam Treu, of the sales force, were enjoy- 
ing vacations last month. 

Mrs. Sarah Seiger, and son, Simon 
Seiger, have formed a partnership to op- 
erate the retail jewelry store at 2346 
Broadway, formerly operated by B. Klein. 
The new firm will be known as “Seiger’s.” 

George Frey, trade representative, of 21 
Maiden Lane, left on his early Fall West- 
ern selling trip, Aug. 22. Mr. Frey, who 
will be on the road three or four weeks, 
was preceded by his individualistic an- 
nouncements. 

George E. Roufberg, representing the 
Speidel Corp., at 9 Maiden Lane, recently 
returned from his honeymoon, spent in 
touring New York state in company with 
his bride, who was Pauline Singer, of 
New Bedford, Mass. 

James H. Noyes, executive secretary of 
the Jewelers Security Alliance, 15 Maiden 
Lane, wrote that he was enjoying tem- 
peratures of 60 and 70 degrees while 
vacationing all of August at Holly Inn, 
Christmas Cove, Me. 

Nat R. Hirschhorn, representing Schein 
& Engel Co., 170 Broadway, importers of 
watches, is now covering his entire terri- 
tory. He and Ludwig Kohn will repre- 
sent their firm at the N.A.C.J. convention 
in Chicago, Sept. 19-22. 

Geffen Bros. Inc., on Aug. 16, began 
alterations of the store at 1051 Southern 
Boulevard, The Bronx. A new front of 
black glass will be placed which will pro- 
vide two single windows in place of one. 
The interior will be redecorated. 

B. E. Struss, retail jeweler of White 
Plains, recently opened for business in his 
new estblishment on Main St., near S. 
Lexington Ave. Mr. Struss has been in 
business in White Plains for the past 10 
years and is active in community affairs. 


Roger Wurmser, gem importer, 610 
Fifth Ave., left for Europe, Aug. 11, 
aboard the Queen Mary. He will visit 


the European gem markets and meet with 
Indian buyers to tell them of the urgent 
requirements for quality stones in 
America. 

Nathan Holtzman Corp., importers and 
distributors of the Doric watch, are now 
located in new and larger quarters at 
15 Maiden Lane. Their salesmen are now 
covering their respective territories with 
the complete new line of Doric watches 
for 1938. 

Frank T. Sloan, of Sloan & Co., Inc., 
manufacturing jewelers, 15 Maiden Lane, 
accompanied by G. A. Henckel, retired 
silver manufacturer, spent last month to- 
gether fishing the big ones out of Fourth 
Lake, of the Fulton chain in the Adiron- 
dacks. 

Paul de Vries, 580 Fifth Ave., returned 
late in July on the Champlain from an 
extensive buying trip in the European 
diamond markets, having visited his 
father’s cutting works in Antwerp, and 
spent a delightful vacation in Alsace and 
Switzerland. 

H. C. DeLoiselle, manufacturers repre- 
sentative, is back at his old stand at 9 
Maiden Lane, having again taken over 
the line of watch bracelets of E. B. Rich- 
ards Co., Attleboro, Mass., in conjunction 
with the line of the Automatic Chain Co., 
Inc., of Providence, R. I. 


Charles Silberblatt, who represents S. & 
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Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 
S. NATHAN & CO., Ine. 


7i-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filied 





Diamonds 
and 
Diamond Mounted Jewelry 
WHITELAW BROTHERS 


Diamond Importers and Cutters 
48 West 48th St. New York City 


DIAL REFINISHING 


Ty WATCH AND CLOCK 
q HIGH GRADE EUROPEAN METHOD 
24 Hour Service 


Write for Price List 


& REFINISHING CO. 
NEW YORK, N. Y. 














116 NASSAU ST. 


Mathey-Tissot 
WATCHES 


HIGHEST GRADE SINCE 1886 
NORMAN M. MORRIS 


INCORPORATED 
NEW YORK 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


atta 


1 fp rthls / Fi 
T E 





CHINESE GEMS Co. 


JADE INC. 
and other Semi- 
Precious Stones for 
Compacts, Bags, 
Picture Frames and Boxes. 





Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 











“Sohengrin’ 
HAND-CARVED 
WEDDING RINGS 


Every day more jewelers are handling 
these wedding rings exclusively. 


BLANCARD & CO. §S; Pow: 2rtst 


18976 NEWYORK 


Unusual Gems 
Bought and Sold 


STEPHEN VARNI CO. 
580 Fifth Ave. New York, N. Y. 























| B. Lederer Co., Inc., Providence, R. I., in 
| New York, at 9 Maiden Lane, was re- 
E DK  eeeee | ceiving the best wishes of his friends in 
| the trade for the quick recovery of Mrs. 
Silberblatt who underwent a serious op- 
LADIES' WATERPROOF + a 


SHOCKPROOF WRIST WATCHES Moe Rooder, importer and cutter of 
48 WEST 48TH ST. NEW YORK semi-precious stones at 35 Maiden Lane, 


| returned here the first week in August, 
after nearly a month spent in visiting 
various stone mines of the United States. 
His travels carried him to the West Coast, 

sales fo ‘iewainiee ondactad | Where he replenished his stock. 
an organization receg- John Tonry, formerly with the New 
nized nationally and endorsed ew | York office of the Bojar Co., 9 Maiden 
-; Lane, has accepted a position as repre- 
sentative of Robbins Co., Inc., makers of 
iinet £2nd Sen iameereas | scholastic jewelry, medals and trophies, 
working in the metropolitan area out of 

. the New York office, 130 W. 42nd St. 

TRADE WATCH REPAIRING Louis Ratner, of 135-43 Roosevelt Ave., 
All Work Flushing, L. I., in partnership with Milton 
ork Guaranteed One Year. Ratner, have purchased a new store at 

























Write for Price List 159-12 Jamaica Ave., Jamaica, N. Y., to 

GEDDES & CRAMER be operated under the trade name of 

1113 Chrisler Ave., Schenectady, N. Y. “Ratner the Jewelers.” The store will be 
Service That Satisfies remodeled and new equipment installed. 





Robert Lohmiller, widely known as a 
salesman in the Northwest, now repre- 
sents J. R. Wood & Sons, Inc., jewelry 
manufacturers of Brooklyn, in North and 
South Dakota and Minnesota. He left to 
assume his duties after attending the an- 


Bl Vi AN a. =| nual sales conference of the company in 
s yas Sati July. 


STERLING eo One of the finest-appearing retail estab- 
72K STREET - BOSTON. MAS: lishments in uptown New York is that of 
M. Hoffman & Sons at the corner of Ford- 
~ | ham Rd. and Valentine Ave. The new 
store, which has been at this location since 


STOP WATCHES last November, has a novel front of black 


bet thn and white carrara glass. Samuel Hoff- 











7 Jewels—Popular Sellers. man 1s manager. 
Fully Guaranteed. Max Schroenbrun, former secretary of 
Write for free Catalogue the New York Jewelers Association, is 
No. E-9 now covering the Metropolitan district 
BRENET WATCH CO. and suburban territory including New 


266 W. 40th St., Now York Jersey, Connecticut and Long Island for 


the Crawford Watch Co., .watch import- 
ers, 102 Canal St. He also represents 
Little Jewels, Inc., Boston. 
ESTA SCHAGRIN M. H. Rhodes, —_ of M. Hi. 
5 and Bead Stringin Rhodes, Inc., Rocke eller Center, has an- 
am 9 ete sey te for Additions nounced the appointment of Paul Stern- 
berg as comptroller in charge of the 
Nice selection of clasps finance and accounting departments at 
the factory at Hartford, Conn. Mr. 
10 West 47th St. New York, N. Y. Sternberg recently was treasurer of the 
| Wilcox & Gibbs Sewing Machine Corp. 
| A. V. Huyler, former member of the 
firm of N. H. White & Co., Inc., watch 
wholesalers at 21 Maiden Lane, spent 
some time with old friends and business 
associates on Maiden Lane last month. 
Mr. Huyler, now living retired in Braden- 























PATENT YOUR IDEA 
send a Sketch or Model 
of your invention for HAG U : 
CONFIDENTIAL 
ADVICE [ae roar 
FREE Sreesuet PATENT ENGINEER 


. Pat. Off. records searched 
for “ANY invention or Trade Mark | 



















a couple of months before returning South. 








Eastern representative of Morse Andrews 
9 of Attleboro, Mass., manufacturers 
of men’s jewelry, who has covered the 
simglnntianeced Eastern market out of Attleboro, has now 
E Be Cc RK U s T E R ‘s moved to New York City where he will 
be permanently located at the Morse An- 

BRAUNFELD & MEHLMAN drews office, 9 Maiden Lane. 
108 FULTON STREET “Come, Come, Come to the Fair,’ was 
Drilling NEW YORK, N. Y. Gem Cutting the sense of the letter received by many 











the Leveridge Country Fair, held Satur- 
day, Aug. 28, at Pompton Plains, N. J. 


RCH CROWN TAGS | | tie boss! Athos D. Leveridge, diamond 


importer of 607 Fifth Ave., received only 
CELLULOID — METAL — PARCHMENT those who followed his instructions to ap- 
Send for Catalog Illustrating pear in old clothes, aprons, overalls and 


Our New Improved Line the like. 
18 Crawford St. Newent, BM. J. Principals of the Hoffman-Goodman 


Mfg. Co., Inc., 565 Fifth Ave., producers 
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ton, Fla., arrived here in July to spend 


F. Norman Ullrich, sales manager and | 


in the jewelry trade, inviting them to | 













An Alloy 
Especially Made for 


PRESSURE & CENTRIFUGAL 
CASTING 
YELLOW GOLD — ALL KARATS 


H. HENRICH, Inc. 


Fine Gold Alloys—Since 1879 
64 FULTON STREET, NEW YORK, N.Y. 























Watch and Jewelry Repair Tags, 
Envelopes—with Claim Check and 
others; Ring Size-Cards and In- 


stallment Books 


Printing of all kinds at lowest prices. 
Discount to jobbers. 


SUPREME TAG CO. New voru‘n:¥: 








GEMS 


Their Lure and Lore 
With astrological connections 
Edition deluxe - $2.00 postpaid 


EDWARD E. PETRI COMPANY 


blish 
Indianapolis, sana Indiana 














We Solve Repair Problems! 


e Jewelers Parts Replaced 
¢ Silversmiths 
Order Work ° Platers 


GUARANTEE REPAIR & PLATING SERVICE 


“25 Years’ Practical Experience” 
71 Nassau St. New York City 











PRECIOUS, SYNTHETIC 


and Imitation Stones 
Jobbing Stones Our Specialty 


Expert Pearl and Bead Stringing 


LOMO NOVELTY CO. 


Unquestioned Reliability 
10 W. 47th ST. NEW YORK, N. Y 











WATCH DIAL 
REFINISHING 





P. J. BREIVOGEL 
65-A Nassau St., NEW YORK CITY 
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ef diamond and colored stone rings, 
diamond-set watches and ring mountings, 
are Jack Hoffman, formerly of Aisen- 
stein- Woronock & Sons, Inc., and I. 
(Buster) Goodman, recently of the Good- 
man Mfg. Co., of Indianapolis. Both have 
traveled on the road for many years and 
are widely known in the trade. 

Returning from Europe, where he 
checked with the firm’s designers and 
completed samples of creations which will 
be shown in the Bruner-Ritter line for 
1938, Saul Ritter, president of Bruner- 
Ritter, Inc, New York watch bracelet 
house, brought reports of increasing op- 
timism in European markets. “Produc- 
tion is in high gear, despite which de- 
mand for jewelry merchandise is likely 
to outdistance supply,” he said. 





Leon Hirsch 


Leon Hirsch, importer and wholesaler 
of watches for 56 years on Maiden Lane, 
died Aug. 11, at his home, 314 W. 100th 
St. of infirmities of age. He was within 
three weeks of attaining his 93rd birth- 
day. 

Mr. Hirsch came here from his home in 
Alsace, France, in 1867 and went into the 
watch trade under his own name, which 
he conducted at various addresses on 
Maiden Lane, until his retirement in 1923. 
His business was then taken over by the 
Leon Hirsch Corp., of which a son, the 
late Fernand F. Hirsch had been presi- 
dent. Among the eight surviving sons 
and daughters are Emile S. Hirsch, in the 
watch trade at 3 Maiden Lane, and Moise 
Hirsch, Kew Gardens, L. I., retail jeweler. 





JAMES CROSSMAN CONKLIN 


James Crossman Conklin, an assistant 
manager of the Gorham Co. store at 17 
Maiden Lane, died Aug. 24, in the Hunt- 
ington, L. I., hospital, after a long ill- 
ness, following an operation more than 
a year ago. Mr. Conklin had been with 
the Gorham Co. for 32 years, always in 
the downtown establishment. He held 
previous employment with J. T. Scott & 
Co. and Cross & Beglium. He was in 
charge of the jewelry department of the 
Gorham Co. for more than ten years. 

Mr. Conklin, who was aged 61, lived 
all his life at Huntington. His widow, 
Mrs. Ella Price Conklin, and a sister, 
Mrs. Aldrich Sammis, of Huntington, 
survive. 





Diamond Setting 
fine mountings 
deserve— 
and that 
poor mountings 
need. 


J.a M. KRAYSLER. INC. 


Diamond 


7 WEST 45TH STREET 


Setters 
NEW YORK,NY 








H. D. ROBBINS & CO. 


SILVERSMITHS 
Formerly with Currier & Roby 
Reproductions—Antiques Restored 


Special order work—Gold and Silver plating 
No job too small or too large 


64 Fulton St. 
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S. & N. Katz, Baltimore, Report Loss 
of Jewelry Valued at $1000 


WASHINGTON, D. C.—Police have been 


| asked to apprehend an alleged dishonest 
| salesman formerly employed by S. & N. 


Katz, 1114 F St., N.W., who is alleged to 
have disappeared several weeks ago tak- 
ing with him a salesman’s case containing 


| jewelry valued at more than $1,000. 








The salesman came to the Washington 
store from Nashville, Tenn., and said he 
was formerly employed by a _ jewelry 
chain. He said he was a native of Min- 
neapolis, Minn. 

He was only with the Katz firm two 
weeks when he failed to report to the of- 
fice and a warrant was obtained for his 
arrest. 

The missing salesman was described 
as 26 to 28 years old. The jewelry which 
disappeared included ladies’ and men’s 
watches, ladies’ platinum and yellow gold 
rings. Five men’s 14K white gold star 
sapphire rings were numbered: D5419, 
D5426, D5564, D5642, and D5661. 





June Imports 





Article Number Value 
Watches and watch 
movements . 238,170 $605,477 
Watch parts 98,632 
Clocks and_ clock 
movements .... 1,629 7,261 
Clock parts 7,451 
Diamonds: 
Rough, uncut . 18,080 cts. 1,244,903 
Cut, unset 44,778 2,567,124 
Pearls .......... 122,202 
Other precious and 
semi - precious 
stones: 
Rough, uncut .. 2,714 
Cut, but not set 218,101 
Imitation stones ex- 
cept opaque 169,421 
Imitation opaque 2,154 
Sterling tableware. . 22,085 
Gold and platinum 
jewelry and parts 6,634 
BAR SILVER 
Official Spot 
New York London 
e 2 eer rrr 44U%c 20d 
PO 98 ik ki paséverncaes 4434e 19% 
DIR oo etiiuns age waa 44%c 1938 
| OTT CO Toe 44%4c 19% 


PLATINUM HOLDS AT $51 


Platinum held unchanged at $51 per | 


ounce throughout the past month. The 
official prices, as of Friday, Aug. 27, were 
as follows: 


UNM ei ai ae aide eae Sawa ns OE a $51 
Containing 5% iridium ............... 53.50 
Containing 10% iridium ............. 56 
DEE. adecwasdeveresedenewauneeens 100 
DEMEEU -Lcaiknnk dwadava naan eRiceres 25 


GRUEN OPENS LOS ANGELES OFFICE 

CINCINNATI, OHIo — Greatly increased 
business on the West Coast has made 
necessary the opening of a Los Angeles 
office, officials of the Gruen Watch Co. 
have announced. The new office will be 
in charge of Aaron Thorne, western sales 
manager. It is located in the Jewelry 
Trades Building at 220 W. Fifth St., 
Los Angeles. 





A jewelry store has been opened by 
Morgan Lawson at 111 W. Cass S&t., 
Roseburg, Ore. 
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BECOME AN 


OPTICIAN 
Open An Optical Department 


Short Courses—Day & Evening 
Co-Educational 


Prepare Now For Future Legislation 
Write for Bulletin ‘*J"* 
SCHOOL OF MECHANICAL OPTICS 
Incorporated 
Montague & Henry Streets 
Brooklyn New York 





GOLD 


and 


SILVER 
» PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Ine. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 
“18 years at the same 
address” 





(Before) 
(After) 











CASH OFFER 


Send us your odds and ends in NEW 
or USED silver, bo h HOLLOWWARE 
and FLATWARE, for our cash prop- 
osition. 

Check covering our offer sent same 
day that consignment is received and 
silver held intact awaiting acceptance 
or rejection of our offer. 

If not accepted, shipment returned 
“express paid . 


JULIUS GOODMAN & SON, 
43 South Main St. Memphis, Tenn. 


Reference: First National Bank, 
Memphis, Tenn. 
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CLOISONNE ENAMELED 
ORNAMENTS 


for 
Dresser Sets - Compacts - Novelties 


F. J. COOPER 


140 Park St. Attleboro, Mass. 




















ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(satisfactory service for 43 years) 








ELGIN & CYMA 


WATCHES 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributers to theTr aod 














Z'RN KILTON 
CREATORS OF ARTISTIC 
IRIDIUM PLATINUM MOUNTINGS 


HAND-MADE 
F.X. ZIRNKILTON 3 atadetpn 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMeErR & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 














Manufacturer 
Matching Antiques 


“SILVERSMITHS" 


KEYSTONE SILVER CO., INC. 
808 SANSOM ST. 


Repairing & Replating 


PHILADELPHIA, PA. 








BOWMAN 


Technical Schoo! 


Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write fer free book ‘‘Your Future and Our Schoel.’’ 


JOHN J. BOWMAN, Director 
Bowman Blidg., Lancaster, Pa. 
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is 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
Philadelphia 


805 Sansom Street 


BYARD F. BROGAN 








EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 





~ PHILADELPHIA: 


Harry Sloan, of Isaac Shifren, 734 San- 
som St., spent two weeks’ vacation last 
month at New Jersey seashore resorts. 

Exterior and interior alterations will 
be made to Tappin’s Inc., 1007 Market 
St., at an estimated cost of $25,000. 

Regal & Blum Credit Jewelers, Inc., re- 
cently purchased the M. J. Conville jew- 
elry store at Shenandoah, and the Rhoads 
Jewelry Co. of Shamokin. 

Robert J. Snyder, 12 E. Main St., Nor- 
ristown, has leased a store at 251 High 
St., Pottstown, for a jewelry business 
which will open Oct. 1. A new front 
and other renovations will be made. 

After an illness of several weeks, John 
M. J. Costello, president of the Sansom 
Street Business Men’s Association, re- 


| turned last month to his place of busi- 


ness, 731 Sansom St. 


The stock and fixtures of Peter G. 
Diener, jeweler of 408 Market St., Har- 


risburg, have been sold to Philip H. 
| Caplan, retailer in the Caplan Bldg., Har- 
risburg. 

Harry L. Firestein, manager of the 


jewelry department of the Scranton Talk- 
ing Machine Co., died suddenly, Aug. 3. 
at his home at Exeter, Pa., where he was 
apparently recuperating from an illness. 
He had been associated with the local 
firm for the past 10 years. 

Plans to move into new renovated quar- 
ters at 728 Sansom St. late in September 
or early in October were completed last 
month by the House of Milner, 706 San- 
som St. Josef Milner, president of the 
firm, spent two weeks’ vacation with his 
family at Atlantic City, N. J. 

Herman H. Barr, president of the Asso- 
ciated Barr Stores, Inc., spent an August 
vacation at Virginia Beach, Va. Charles 
R. Owen, advertising director of Barr’s, 
1018 Chestnut St., returned last month 
after a week’s vacation in Ocean City, 
N. J. 

Louis Sickles, Jr., of the Louis Sickles 
firm, 1015 Chestnut St., returned in Au- 
gust after a trip through the South and 
reported that dealers are looking forward 
to a good fall season. A similar report 
on conditions in the Middle West was 
made by B. J. Sickles after returning last 
month from a trip through Ohio. 

Joseph Venti, 45, of Sears St. near 8th. 
a South Philadelphia jeweler, was shot 
and seriously wounded on an_ athletic 
field the night of Aug. 5, when he ques- 
tioned a customer about a debt. Mr. 
Venti told police he went to the field with 
his son, James, 18, and saw the man, 
whom he accused of drawing a revolver 
and firing at him in the course of an 


argument. Mr. Venti was taken by his 
son to Mount Sinai Hospital. The man 
later was arrested at his home. 


Isador Jasik, who has been in the trade 
in many parts, has opened a store at 41 
Speedwell Ave., Morristown, N. J. At 
18, he conducted a jewelry and watch- 
making establishment in Middleburg, 
Transvaal, South Africa. Thirty vears 
ago he left there to come to the United 
States to visit relatives in Lancaster, Pa. 
After a short stay there he came to Phila- 
delphia where he worked in a large 
jewelry establishment before opening his 
own store. After five years here he was 
in business in Port Chester and Yonkers, 
N. Y., Montclair and Bloomfield, N. J. 
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Alexander Rimini, jeweler at 11th St 
near Cherry, was fined $25 for allegedly 
breaking State labor laws and $100 on a 
charge of interfering with an officer of. 
the Pennsylvania Labor Board August 1 
when he was arraigned before Magistrate 
Myers. Mr. Rimini assertedly failed to 
require certified working papers from 
girls under minimum age limits and gave 
them employment in his shop in South 
Philadelphia. William Boylan, an agent 
of the State Labor Board, testified the 
jeweler gave evasive answers when asked 
who the proprietor of the store was. 

W. M. Hurlburt, president of H. 0. 
Hurlburt & Sons, 817 Chestnut St. re- 
turned early last month after spending 
a 10-day vacation with his family in 
Paris, Me. E. R. Kranick, of H. O. Hurl- 
burt & Sons, took a vacation trip through 
the South early in August. Max Gold- 
stein, of the same firm, spent the latter 
part of August in Maine, while J. A 
Smith and his family spent several days 
in August on a trip to the Oneida Ltd. 
plant at Sherrill, Niagara Falls and Buf- 
falo. James Morrison spent two weeks 
on a cruise through Chesapeake Bay to 
Baltimore and Norfolk. ‘ 


Edward B. Midlen 


Edward B. Midlen who was for years 
associated with the silverware business 
both as an inside man and as a traveler 
for large silverware houses, died recently 
in the Pocono Mountains. Interment was 
in the family plot at Westminster Ceme- 
tery in Philadelphia. 

Mr. Midlen was born in Philadelphia, 
Pa., August 19, 1864, the son of Mr. and 
Mrs. Thomas Y. Midlen. He received 
his early education in the public schools 
of Philadelphia and then attended the 
Virginia Military Institute. 

In 1885 he left Philadelphia for New 
York where he accepted a position with 
the Gorham Silver Co. in the retail 
store. He began traveling for the Gor- 
ham company on February 1, 1891, cov- 
ering the New York territory. About 
1895 he assumed charge of the Philadel- 
phia, Baltimore, Wilmington and Wash- 
ington territory for the same company 
where he remained until he resigned on 
February 14, 1914. He then took a posi- 
tion with the International Silver Co. 
covering the states of Pennsylvania and 
New York with the exception of Phila- 
delphia and New York City. He con- 
tinued in this territory until his resigna- 
tion and retirement in 1928. 

John H. Midlen, an attorney, Washing- 
ton, D. C., is the only surviving near 
relative. 





LOUIS B. MATHER 
New Caste, Pa.—Funeral services 
were held here Aug. 2 for Louis B. 
Mather, 62, secretary-treasurer of the re- 
tail jewelry firm of Mather Bros. Co., Inc., 
who died of heart attack in Jameson 
Memorial Hospital. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS. 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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PROVIDENCE: | WHERE TO BUY | 


0. Beaudet, watch maker, is now lo- 
cated at 261 Broad St. 

The Royal Pen Shop has removed from 
73 Dorrance St. to 45 Weybosset St. 

Joseph O’Laughlin, for 30 years asso- 
ciated with John F. Brady, Inc., electro- 
platers, died Aug. 6. 

Directors of the Gorham Mfg. Co. have 
declared a dividend of 50 cents a share 
on the common stock payable Sept. 15 to 
stockholders of record of Sept. 1. 

T. Jefferson Biesel, who has conducted 
a jewelry business in his own name for 
the past 24 years, at Newport, R. L, is 
planning to give up the business and re- 
tire. An auction of stock began Aug. 7. 

Mathew T. Dunn of Dunn Bros., ac- 
companied by his wife, is in Texas at- 
tending the Knights of Columbus conven- 
tion at San Antonio. They will attend 
the Centennial Exposition at Dallas. 

The Ferguson Perforating & Wire Co., 
of which J. Cecil Ferguson is president, 
is preparing to erect a one-story brick 
manufacturing building on Ernest St. It 
will be 42 by 92 ft. and will cost ap- 
proximately $11,000. 

Thomas D’Arcy, who conducted an in- 
dependent jewelry engraving and chasing 
business at Dorrance and Weybosset Sts. 
for more than 40 years, died at his home, 
213 Rhodes St., July 28, after an illness 
of several months. 

Joseph O'’Laughlin, 53, died Aug. 6, at 
St. Joseph’s Hospital after a week's ill- 
ness. He was born in Ireland but came 
to America as a young man, learned the 
jewelry business and for several years 
had conducted a manufacturing business. 

Augustus C. Guinti, 63, formerly a 
manufacturing jeweler in Providence, 
died at the Home Hotel, Woonsocket, July 
24, following an illness of seven weeks. 
He had been at the hospital under treat- 
ment for a fractured hip. 

More than 450 employees and friends 
of Blacher Bros. took part in an outing 
and clambake at the Hillsgrove Country 
Club, July 31. A program of field sports, 
entertainment and dancing was carried 
out, beginning with a chowder luncheon 
and concluding with the bake. 

G. Kingdon Lowe has been named 
sales promotion manager of the Rueckert 
Mfg. Co., 69 Sprague St. Bringing a 
broad experience in the jewelry designing 
and advertising fields, he was formerly 
associated with the D. M. Watkins Co., 
also of Providence, as advertising man- 
ager and art director, and with the 
Cooper Advertising and Printing Service. 

Kestenman Bros. Mfg. Co. held _ its 
ninth annual outing and field day at 
Rocky Point on July 24, attended by ap- 
proximately 150 officials, employees and 
field representatives and was marked by 
a sports program and a chicken dinner. 
The Kestenman brothers, Max, Abe, 
Louis and Charles, looked on, as well as 
Abe Levy, the New York sales represen- 
tative and Ben Troup, midwest repre- 
sentative. 

Sam San Co., operated by Sammartino 
& Sanchirico Co., is adding floor space 
and installing new equipment. Offices 
which were at 158 Pine St. have been 
removed to 144 Pine St. and are greatly 
enlarged and modernized. A new sample 
room has been provided. This move to 
Increase production is warranted by the 
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growing demand for the gold rings of 
Sam San manufacture. This is the third 
increase in capacity the Sammartino & 
Sanchirico Co. has found it necessary to 
arrange for during their 12 years in 
business. 





Game Warden, Gunsmith, 
Scenario Writer ... and 


Jeweler! 
BLUE RincGe, Ga.—H. C. Kessler, 
former Atlanta manufacturing 


jeweler, now located here, claims 
to be the most versatile jeweler in 
the Southeast. In addition to being 
a jeweler, Mr. Kessler is a guide 
for fishermen in the Blue Ridge 
Lake region; license agent for the 
Georgia State Division of Wild 
Life; honorary deputy game pro- 
tector; rod and reel repairer; gun- 
smith; news agent for the Alanta 
Journal; sign painter; artist; chef; 
former WPA _ foreman; wood 
worker and scenario writer! 

If any jeweler in the section can 
prove that he is holding down more 
jobs at the same time, Mr. Kessler 
says that he will offer him free 
guidance on a fishing trip to Blue 
Ridge Lake. And that’s “sumpin’.” 








DUB-L-LOK 
ORKS AUTOMATICALLY 


— 





The Safest Safety Catch 
Sample on request 





WELLS MFG.CO.“™ictor° 











MASSACHUSETTS 


SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 














Jewelry Valued at $5,000 Found 
Under Automobile Cushion 


JACKSONVILLE, FLA.—R. A. Youngblood, 
an automobile mechanic, recently received 
the apologies of the police department 
when events vindicated his story of find- 
ing $5,000 worth of diamonds and jewelry 
under the cushion of a car he was over- 
hauling 

The automobile was traced to Albert 
Neddill, a retired retail jeweler of 
Tampa, Fla., who had placed the jewelry 
on the rear seat of the automobile in an 
envelope, forgot where he had placed it, 
and finally came to the conclusion that 
it had been lost or stolen. 

Another unusual feature of the case was 
the fact that Neddill had traded in the 
car more than a year ago and its second 
owner had never suspected that a for- 
tune lay hidden under the cushion of the 
rear seat. Police had almost as much 
difficulty in believing Neddill’s story as 
they had previously encountered with 
Youngblood’s but everyone is now 
happy. 


Balfour Plant Enlarged to Care 
for Trophy Department 


ATTLEBORO, MAss.—A_ two-story addi- 
tion to the L. G. Balfour Co., Inc.’s manu- 
facturing plant is nearing completion, at 
an estimated cost of $14,000. It is 80 by 
30 feet on the rear of the lot on which 
the company now has one of the largest 
factory buildings here. The new addi- 
tion will be used for the enlargement of 
the trophy department and for die and 
tool cutting space. The company has 
added five additions to its property in 
the past decade. More than 500 persons 
are employed. 
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ANCHESTER 
SILVER COMPANY 


AND 








sUTTLe 


ARISTOCRATIC 
STERLING 


TUTTLE PR 
SILVER "Sure naan’ 
rma 


Co.INC. 





REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish— made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit 
REED & BARTON - Taunton, Mass. 











When published in 


THE 
JEWELERS' 
CIRCULAR- 
KEYSTONE 


it automatically becomes an 
official record of the Jewelry 
and Allied Industry. 
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GRAU & HUBER 


Manufacturing Jewelers 
Diamond Setting 
Special Order Work 
Watch and Jewelry Repairing 
Engraving and Carving 
Of All Kinds 
Founded 1918 


416 CLARK BUILDING 
PITTSBURGH, PA. 
Telephone: ATiantie 1465 














HEEREN & CO. 


. 
SPECIAL ORDER WORK 


GOLD & SILVER 


PLATING 
JEWELRY REPAIRING 


New Location 
603 Manufacturers Bidg. 
530 Duquesne Way, Pittsburgh, Pa. 








ANNOUNCING 
THE PRESENTATION OF TWO 
IMPORTANT LINES FOR THE 
1937 FALL TRADE. 


Coven CF Quality 
TOILETWARE 


DESIGNS AND CASES WILL PLEASE 
YOU — PRICES WILL SURPRISE YOU 


RADIOS 

27 NEW MODELS AND COLORS 
$10.00 to $59.50 

INCLUDING FLOOR - MODELS 
THE SENSATION OF THE 

CHICAGO SHOW 
SEE OUR SALESMAN OR WRITE FOR 
INFORMATION 











THE SAMUEL 


WEINHAUS 


COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 














} 
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PITTSBURGH: 


Biggard & Co., Clark Bldg., held its 
fall showing in the Wm. Penn Hotel dur- 
ing the week of Aug. 15. 

Formal opening of Goodman’s jewelry 
store, Goodman Building, East Pittsburgh, 
took place Aug. 5. 

J. Harvey Wattles, president of W. W. 
Wattles & Sons Co., Inc., 517 Wood St., 
and Mrs. Wattles, are spending the sum- 
mer months at La Jolla, Calif. 

J. Loughrey Roberts of John M. Rob- 
erts & Son Co., Inc., 429 Wood St., has 
returned to his office after a month’s 
vacation. 

L. B. Bernstein, local business man, has 
purchased the stock of the late James G. 
Stedeford, 211 Federal St., and is liqui- 
dating the business. 

Charles Bawden, formerly associated 
with Ruff’s jewelry store, Johnstown, Pa., 
has opened a jewelry repair shop in that 
city. 

Thieves smashed the windows of the 
Penn Jewelry Store, Market St., Wheel- 
ing, W. Va., July 31, and escaped with a 
large number of rings and watches. 

Edward Walter Koontz, 52, an em- 
ployee of John M. Roberts & Son, Inc., 
and for 11 years organist in the First 
Baptist Church, Wilkinsburg, died sud- 
denly, Aug. 11, from a heart attack. 

Harry Regal and Nat Blum have pur- 
chased the jewelry stock of M. J. Con- 
ville, Shenandoah, Pa., and the Rhoads 
jewelry store, of Shamokin, Pa., and will 
conduct a public sale of the merchandise. 

C. G. Mortimer of Heeren & Co., man- 
ufacturing jewelers, Manufacturers Bldg., 
reports business active during the sum- 
mer months. The gold and silver. plating 
departments have been unusually busy. 

Samuel Weinhaus Co., Inc., held their 
annual fall showing at their headquarters 
during the week of Aug. 17 which was 
attended by a large group’ of local and 
Tri-State jewelers. The new lines were 
very well received. 

Maurice W. Rihn of Terheyden Co., 
Inc., 530 Smithfield St., reported an excel- 
lent demand during the summer months 
for diamonds and watches. He says that 
larger sized stones are moving better than 
at any time in recent years. 

H. M. Conrath, jeweler and watch re- 
pairman, Indiana, Pa., is moving to a 
new building at 1410 W. Water St., where 
he will have better and larger quarters. 
Mr. Conrath has been in business 27 
years in that city. 

C. C. Ruffner, watchmaker of Taren- 
tum, Pa., has purchased the jewelry busi- 
ness formerly conducted in New Bethle- 
hem, Pa., by H. E. Heasley, and has in- 
stalled a complete line of watches and 
jewelry. 

A large number of out-of-town jewel- 
ers were in Pittsburgh recently buying 
fall merchandise, including: E. S. Hutch- 


inson, Kittanning; August Schramm, 
Sharpsburg; E. E. Nale, Apollo; Albert 
Raschiatore, Vandergrift; H. J. Crown, 


New Kensington, and G. E. McNees, 
Monaca. 

Louis Corbin, of the Samuel Weinhaus 
Company, wholesale jewelers, Penn Ave., 
and Mrs. Corbin and family, have re- 
turned from an automobile tour through 
New York State. Albert Freyer, son of 
Emil Freyer, president of the company, 
and his family, have also returned from 
a tour through the New England states. 

A. W. Hepler, Jr., of W. W. Wattles 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








WATCH MATERIALS 
JEWELRY SUPPLIES 
~ 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


406-7 Clark Building Pittsburgh, Pa. 














C. F. HILLEGAS 


Expert Jewelry Engraving 
Ring Carving and Designing 


415A Clark Bidg., Pittsburgh, Pa. 
COurt 6688 
























GOLD and SIULVIER 


Scrap and Wastes 
PUIRCHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 
* 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 























VEIRNON-BENSHOFE CO. 


Clark Building Pittsburgh, Pa. 














THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 











& Sons Co., Inc., 517 Wood St., and fam- 
ily have returned from South London- 
dary, Vt., where they enjoyed an extended 
vacation. Walker Hepler, their son, who 
has completed his first year in the Prince- 
ton Theological Seminary, occupied the 
pulpit in a prominent Londondary church 
during the vacation. 

Pittsburgh and the Tri-State district 
were well represented at the A.N.R.J.A. 
convention in New York last month. 
Among those contemplating attendance 
were: Francis A. Keating, Paul S. Hardy, 
Maurice W. Rihn and David Mallinger, 
Pittsburgh; M. S. Morrow, McKeesport; 
H. J. Crown, New Kensington; B. I. Bass, 
Wilkinsburg and Sam Possin, Wheeling, 
W. Va. 

Emanuel Grafner of Grafner Bros., 
wholesale jewelers, 818 Liberty Ave., and 
Mrs. Grafner are on a six weeks’ vaca- 
tion in the far Northwest, their itinerary 
including Alaska. David Weis of Graf- 
ner Bros. has returned from an extended 
trip through the Tri-State district. Mr. 
Weis, who was accompanied by his 
brother, Saul, says that he found condi- 
tions very satisfactory and that the firm 
expects a big fall business. 

A. H. Helmstaedter of Helm & Hahn 
Co., ring manufacturers, Manufacturers 
Building, who is president of the Jewelers 
Bowling League, plans to call the boys 
together early this month for the start of 
an active fall and winter season. Mr. 
Helmstaedter says there are sufficient men 
available to form eight teams and addi- 
tional teams may be organized. They 
bow! each week at the Liberty alleys dur- 
ing the season. 

Opening of the newly remodeled store 
of C. L. Shopene, Titusville, Pa., took 
place early in August. The front of the 
store is of black Carrara glass, with the 
firm name in white letters and the front 
is trimmed with aluminum. The interior 
of the store is paneled in light walnut, 
and all showcases, wall cases and the 
cashier’s grille are in matching wood- 
work. An indirect lighting system has 
been installed. 

The Grogan Co., Inc., Sixth Ave. and 
Wood St., is completing the installation 
of a new, indirect lighting system. The 
lights are secreted behind the wall cases 
and are reflected from the ceiling to the 
show cases. Francis A. Keating presi- 
dent of the firm, and Mrs. Keating, sailed 
Aug. 25, on the Manhattan for Vienna. 
They plan to visit Geneva, Paris and 
London before their return. Their son, 
Lynford A. Keating, has just been elected 
secretary of the Grogan organization, suc- 
ceeding the late H. L. Tomb. 

An unusually large amount of remodel- 
ing of jewelry store interiors and new 
store fronts has taken place in the Tri- 
State district during the past few weeks. 
Among those making repairs and adding 
new fixtures are Charles Teper, Clairton, 
Pa.; Zinamon’s Jewelry Store, New Kens- 
ington, Pa.; Marbacher Jewelry Store, 
Meadville, Pa., and the Henry Wilken’s 
Company store, East Pittsburgh, Pa. 
Others include Clifford Shopene, Titus- 
ville, Pa., and Sam Goodman, McKees- 
port, Pa. New cases have also been in- 
stalled by the Samuel Weinhaus Co. All 
of this work was performed by C. Proess- 
ler & Son and according to Carl Proess- 
ler, head of the firm, considerable re- 
modeling work is pending among the 
Jewelry trade. 

Trustees of the Pittsburgh Hotels Corp., 
by order of Federal Judge R. M. Gibson, 
must pay J. Freudenheim’s Sons, diamond 
importers, 630 Fifth Ave., New York, 
$28,500 for the loss of diamonds which 
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disappeared, Dec. 5, 1933, from the vault 
in the William Penn Hotel. The court’s 
order settled amicably a case which 
started in United States District Court 
here, dragged through the United States 
Circuit Court on appeal and finally went 
to the Supreme Court for a review of the 
Circuit Court’s judgment. A verdict by 
the trial jury previously awarded the 
firm $41,893. The Circuit Court recently 
vacated an order of the District Court 
which set aside the verdict. A salesman 
for the New York firm, stopping at the 
hotel, placed the diamonds in custody of 
the hotel and found them missing when 
he called for them. 





Vermont Retail Jewelers 
Elect Officers 


St. ALBANS, Vt.—M. D. Armstrong, of 
this city, was reelected president of the 
Vermont Retail Jewelers Association at 
the annual meeting here Aug. 18. 

Other officials elected were: Vice-presi- 
dent, George Foster, Brattleboro; secre- 
tary-treasurer, W. S. Bristol, Vergennes; 
members of executive committee, William 
S. Preston, Burlington; Frank H. Brown, 
Montpelier; Loren J. Bell, Barre; and 
H. A. Cotai, Bellows Falls. William S. 
Preston was appointed delegate to the 
national convention. 





Minimum Price Scale of New York Diamond Setters Association 
Ups Costs for Manufacturers, Jobbers Using “Outside” Setters 


The Diamond Setters Association of 
New York, which claims a membership 
of 96 per cent of all “outside” setting 
shops in New York, established a mini- 
mum price list Aug. 16, “to meet the in- 
creased cost of living and operation” on 
grounds that “the skilled mechanic is 
entitled to share in the gains made by 
the jewelry industry during the last year.” 

The membership has also established a 
code of fair trade practices, in line with 
the higher prices, which was defined by 
Max Weinman, counsel, as follows: 

“No polishing allowed except if the 
setting charge is above the minimum 
price. 

“Setters not permitted to barter, or to 
accept any merchandise or promissory 
notes for services. Setting services to be 
paid in cash. 

“All bills to be paid not later than 
the 20th of the month succeeding the 
month when the services were rendered. 

“No setter shall pay commissions in the 
form of monies or gifts, to any customer, 
salesman, representative, or broker, with 








the exception of Christmas gifts to the 
representative employed in ministerial 
capacity. 

“No setter shall be responsible for 
breakage, for more than five times the 
charge made for setting the particular 
stone damaged, and in no event shall 
said responsibility exceed the sum of $10. 

“The minimum price list and the code 
of fair trade practices will place all 
manufacturers and jobbers on an equal 
competitive basis and will be conducive 
to fair competition. It is the intention of 
every member to adhere strictly to the 
spirit and letter of the code of fair trade 
practices and higher prices. The associa- 
tion asks the cooperation of the jewelry 
industry in order that better conditions 
may be established throughout the trade. 

“At the same time our association has 
been working in harmony with the asso- 
ciations of ‘outside’ setters organized in 
Boston, Chicago, Los Angeles, San Fran- 
cisco and Newark, where minimum price 
lists have also been enforced.” 








Melvin H. Douglas 


INDIANAPOLIS, IND.—Melvin H. Douglas, 
former representative of the Keystone 
Watch Case Co., Elgin National Watch 
Co., A. C. Becken Co., South Bend Watch 
Co., and Baldwin-Miller Co. (Indianapo- 
lis), died at the Indianapolis City Hos- 
pital, Aug. 20, after five weeks’ illness. 

Mr. Douglas was born April 24, 1858. 
“Doug,” as he was affectionately called, 
was known to nearly all the older jewel- 
ers in the middle west. He served his 
retail jewelry apprenticeship under his 
brother-in-law, Ross J. Haseltine, pio- 
neer jeweler of Kokomo, Ind., and in 1878 
opened a retail jewelry store in Russia- 
ville, Howard County, Ind. In 1894 he 
returned to Kokomo and consolidated his 
stock with that of The Ross J. Haseltine 
Co. For the past 23 years he had been 
employed by the School City of Indian- 
apolis, Ind., as clock maintenance and 
repairman. The widow and one son, 
L. R. Douglas, vice-president of Hoff- 
man & Co., Indianapolis, survive. 





MEMPHIS UPS REPAIR CHARGES 


e 
MEMPHIS, TENN.—The Memphis branch 
of the Tennessee Watchmakers & Jewel- 
ers Association, at a meeting, Aug. 4, 


announced a slightly higher scale for 
watch repairs, jewelry repairing and 
engraving. The annual picnic of the 


Memphis jewelers was held Sunday, Aug. 
8. About 50 members and their wives 
attended the annual party, which was in 
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charge of Don Dewar, C. W. Moore and 
W. C. Roy, of the picnic committee. 





PITTSBURGH 
Seeks Your Patronage 








JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bldg., Pittsburgh, Pa. ATlantic 2336 











SPECIAL ORDER WORK — REPAIRING 


DIAMOND SETTING 
MANUFACTURERS OF FINE MOUNTINGS 


KEYSTONE 
JEWELRY MFG. CO. 


412 Clark Bidg., Pittsburgh, Pa. ATleatic STR? 

















DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG.CO. 


602 Clark Bidg., Pittsburgh, Pa. At. 7723 
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y STIEFF 





For Hot Summer Days 


The iced-tea spoon becomes a real neces- 


sity these hot, sultry days and iced-tea 
is far more refreshing with the proper 
spoon. 

Patterns illustrated: 

Rose - Betsy Patterson - Puritan - Clinton - 
Corsage. Any of the above patterns, 
each $2.25 


If your city has no Stieff agency, write for fur- 
ther details TODAY. 


THE STIEFF COMPANY 


BALTIMORE, MD. 








Authorized Distributors 
of 


FIRST LOVE 


the brand new 
pattern of 


1847 ROGERS BROS. 


IMMEDIATE shipment of 


your initial order for this 


lovely pattern. 










WELPY 22 HEWILER 





INC. 
BALTIMORE, MD. 














J. C. May, jeweler at Post, Texas, has 
taken over the operation of May Bros. 
Jewelry Co., Clovis, Tex. 

Mr. and Mrs. Drew Kolstad, Palestine, 


| Tex., made a ten-day trip to Chicago, 


where they attended the gift shows last 
month. 

J. N. Mobley, credit manager of the 
LeGrand Jewelry Co., Inc., Chattanooga, 
Tenn., on Aug 14 took as his bride Troyce 
Beal Hewell, of Dewey Rose, Ga. ' 

Theodore Overbeck & Son, 13 W. Red- 
wood St., one of the city’s oldest jewelry 
organizations, is marking its fiftieth an- 
niversary this year in the jewelry busi- 


| ness. 


Lacy D. Croft was recently named man- 
ager of the West Palm Beach, Fla., store 
of the Duval Jewelry Co. He was for- 
merly connected with a wholesale jewelry 
house of Jacksonville, Fla. 

Max Baum, president of the Michael 
Jewelry Co., Inc., Galveston, Tex., re- 
cently made an extensive buying trip 
to California, during which time he at- 


tended the gift show at Los Angeles. 


Mears Jewelry Co., Inc., 123 S. Elm 
St., Greensboro, N. C., has taken tem- 
porary quarters at 114 W. Market St. 
until renovations are completed at the 
new store at Elm and Washington Sts. 
in about a month. 

Clyde Erwin, Duncan, Okla., has joined 
the staff of Lobel H. Reed, Henderson, 
Texas retailer, as jewelry and watch re- 


pairman. For eight of 17 years in the 
trade he was employed in Frederick, 
Okla. 


Johannes Benytson Sylvan, member of 
the firm of Sylvan Bros., Columbia, S. C., 


| and Mrs. Sylvan, have announced the 


| engagement of 


their daughter, Hanna 
Elizabeth, to Deling Booth. The nuptial 
rites will be performed Sept. 3. 


O. A. Jenkins, secretary-treasurer of the 
Duval Jewelry Co., Miami, Fla., spent 
some time visiting his mother, Mrs. A. O. 
Jenkins, at Jacksonville, Fla., recently, be- 
fore leaving for New York on a fall 
buying trip. 

A. L. Herron, who formerly operated a 
jewelry store at 105 University Place, 
New Orleans, La., has taken over man- 
agement of the jewelry and silver de- 
partments of Marks Isaacs Co., Ltd., New 
Orleans department store. 

Quite a number of Baltimore jewelers 
attended the A.N.R.J.A. convention held 
recently in New York City. Among those 
in the Baltimore delegation were Jay G. 
Engel, Leon J. Engel and Harry Greene- 
baum. 

Henry Coley, owner of Henry's Rox- 
boro, N. C., has returned home after a 
business trip to the wholesale jewelry 
district of Baltimore. Mr. Coley, it was 
reported, bought special stock for the 
opening of his new and enlarged store. 

The Kay Jewelry Co. has its new store 
on Eastern Ave., near Conkling St., in 
the heart of the Highlandtown business 
district, foing on full schedule. The store 
is one of the most artistic in the High- 
landtown district, one of the thriving 
“boroughs” of Baltimore. 

Edward Phillips Heath, who represents 
the firm of R. Wallace & Sons Mfg. Co. 
from Richmond, Va., to San Antonio, 
Texas, recently took unto himse/f a bride, 
Miss Eloise Treat Haywood, daughter of 
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Mr. and Mrs. Harry Haywood, 331 §. 
Main St., New Haven, Conn. 

Oscar Samuels, wholesale jewelry ex- 
ecutive, in discussing the wholesale and 
retail trade, was emphatic in asserting 
that business is better in the South than 
it has been for many years. Mr. Sam- 
uels said there has been a steady and 
general improvement in the demand for 
standard articles. 

The Tennessee Watchmakers and 
Jewelers, Guild No. 1, of Nashville, Tenn, 
held its annual picnic, Aug. 29. Officers 
of the guild named at a meeting, here, 
Aug. 3 are: Earl W. Kidd, president: 
Harry H. Harris, vice-president, and 
Ralph Langreck, secretary-treasurer, and 
John L. Hooley, John B. Varallo and 
E. Max Sexton, directors. 

Leo Rosenfeld, for many years engaged 
in the jewelry business here on Park 
Heights Ave., near Belvedere Ave., died 
suddenly Aug. 16 at Littleton, N. H,, 
where he had gone for his health. Mr. 
Rosenfeld came to America nearly 60 
years ago and by hard work he built 
up his jewelry business in the famous 
Pimlico section of Baltimore. 

Jewelry, including watches and rings, 
valued at more than $100, was stolen 
from the window of the store of R. E. 
Lee Blumenauer, 206 W. Saratoga St., 
early one morning recently by a colored 
man who, police reported, broke the win- 
dow with a stone, scooped out the jewelry 


and fled. He was forced to flee at the 
approach of a citizen who called for 
police. 


Emanuel Fineman and Joseph Geish, 
of the wholesale firm of Max Kohner, 
104-106 W. Fayette St., have returned 
from a successful business trip through 
several Southern _ states. Ferdinand 
Kohner, of the same firm, has returned 
from a business trip to Richmond, Va., 
and was among the Baltimore jewelers 
who attended the A.N.R.J.A. convention 
in New York City. 

James A. Cayce, has resumed his post 
of general manager of the B. H. Stief 
Jewelry Co., Inc., Nashville, Tenn., after 
resigning as administrative assistant to 
Col. Harry S. Berry, State Works Prog- 
ress Administration. Mr. Cayce was head 
of the Middle Tennessee division of 
WPA for more than two years until its 
abolition a month ago when he was 
transferred to Col. Berry’s staff. 

Messrs. Jay G. Engel, Leon J. Engel 
and Samuel Strause, of J. Engel & Co., 
Inc., have returned from a business trip 











JEWELERS’ SUPPLIES 


Genuine American Watch Material 
Complete line of all Swiss Material 
B.B. Glasses—Flexo U.B.C. 

Tools and Findings 
Westclox Products 
JOHN A. TSCHANTRE 
25 N. Liberty St. Baltimore, Md. 











STERLING SILVER "™ 
HOLLOWWARE =~ 
A. G. SCHULTZ CO., Inc. 








REPAIRS 423 E. LOMBARD ST. 
REPRODUCING BALTIMORE, MD. 
REPLATING 
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through Virginia, North Carolina and 
other Southern states. The trio reported 
a successful trip and were impressed by 
improved conditions in Southern cities 
and towns. They indicated that Southern 
retail jewelers have had a good summer 
business and are looking forward to a 
really prosperous fall and holiday trade. 

Richmond, Va., Jewelers, J. J. Yar- 
brough, Fred Kohler and S. M. Schwarz- 
schild are seeking a change in the city 
“ld gold” ordinance which provides that 
every buyer and seller of gold must first 
get a permit from the chief of police. This 
applies in the case of trade-ins, and the 
jewelers insist that thieves never at- 
tempt to trade stolen jewelry for new, 
and that it works a hardship in the case 
of legitimate trade-ins. 

The granddaughter of the oldest 
jeweler in Maryland, a man_ widely 
known on the Eastern Shore, was mar- 
ried August 7. She was Miss Ruth W. 
Sartorius, daughter of Dr. and Mrs. Nor- 
man E. Sartorius, and granddaughter of 
William Sartorius, 85 years old, of Poco- 
moke City, Md. Mr. Sartorius has been 
engaged in the jewelry business in Poco- 
moke for more than 60 years. Miss 
Sartorius was married to Joseph E. Arm- 
strong at the First Baptist Church in 
Pocomoke. 

Jewelers of Cumberland, Md., next in 
size and population to Baltimore in Mary- 
land, recently did a flourishing business 
as a result of the 150th anniversary of 
the founding of the city of Cumberland. 
John A. Neiman, one of the retail jewelers 
of Cumberland, came to Baltimore on a 
business trip after the celebration and 
said that a surprising amount of business 
resulted from the celebration. Thou- 
sands of visitors flocked to the city during 
the full week of festivities. All of the 
leading Cumberland jewelry stores had 
their stores handsomely decorated for 
the occasion. 








Licensing and Unclaimed Repairs 
Laws Before Norfolk 


NorFo_k, Va.—A legislative committee 
to investigate laws relating to unclaimed 
repairs and the licensing of watchmakers 
was appointed at a meeting of the Horo- 
logical Association of Virginia at Brown’s 
Restaurant, this city, Aug. 3. C. O. Good- 
rich, Portsmouth, talked on the balance 
of a watch. Six visitors attended from 
Newport News, Robert M. and Robert L. 
Barclay, R. W. Page, C. S. Fisher, P. 
Israel and John L. Gall. 

The association limits active member- 
ship to watch- and clock-makers who are 
working at the bench, but offers associate 
membership to others interested in the 
advancement of horology. George C. Bar- 
clay, certified gemologist of Newport 
News, talked on gemology at a recent 
meeting. 





Hearing on Proposed Trade Practice 
Rules for Wholesale Jewelry Industry 


WASsHINGTON, D. C.—Trade practice 
rules proposed for the wholesale jewelry 
industry, submitted to the Federal Trade 
Commission for consideration and ap- 
proval under its trade practice confer- 
ence procedure, were made public by the 
Commission Aug. 19. 

In making the proposed rules public, 
the Commission has issued a statement 
extending opportunity to all persons af- 
fected by or having an interest in the 
proposed trade practice rules to present 
to the Commission their views. Com- 
munications of such views should be 
made to the Commission not later than 
September 3, 1937. Opportunity for oral 
hearing will be afforded at 10 A.M., Sept. 
3, in the main hearing room, Federal 
Trade Commission Building, 815 Con- 
necticut Ave., N.W., to those who have 
made prior written or telegraphic re- 
quests to be heard orally. 
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The Baltimore Rose is 
a true rose design, not 
in name only. Com- 
pare weights, sizes and 
prices. 


We make odd pieces 
and special work: 
made to order. 


The 
SCHOFIELD 
COMPANY 


Silversmiths 
Established 
1871 


331 Charles St. 
BALTIMORE 
-MARYLAND 








SPECIAL ORDER WORK 
REPAIRING 
GOLD AND RHODIUM 
PLATING 


We specialize in College Jewelry 
—Rings, Pins, Belts and Buckles 
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U. S. JEWELRY CO. | Tariff Commission Removes Curb on | enkins 
WHOLESALE JEWELERS | Cigar Lighter Imports = 

BALTIMORE & LIBERTY STS. | Coinmiccion has. dismissed the cace 
BALTIMORE, MD. 


brought by Art Metal Works, of Newark, 
‘ N. J., charging infringement by importers 
of four cigar lighter patents owned by 
DISTRIBUTORS FOR | the company. 


NICHOLL ELECTRIC SHAVER Renae ye tg: a yt — which - 

cluded the imported product for an eight- 

ELGIN WATCHES | month period, the Commission announced 

WESTCLOCKS - INGERSOLL | — of ee ee = 

| the “existence of unfair practices” anc 

INGRAHAM - NEW HAVEN the “impairment of complainant's good 
PLYMOUTH 

CLOCKS & WATCHES 


will has not been established by the 
record.” A continuance ot the order of 
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20 W. REDWOOD STREET 
BALTIMORE, MD. 














104-106 WEST 
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BALTIMORE, MD. 
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exclusion is unwarranted, the Commission 
EASTON WATCHES 











— TRY US — 
FOR PROMPT EFFICIENT SERVICE 


VAUGHAN TO REED & BARTCN 
Taunton, Mass.—Albert T. Vaughan, 
Jr., has resigned a department manager- 
ship at Jaccard’s, Jewelers, of St. Louis, 
Mo., to take over the Middle Atlantic 
States territory for Reed & Barton, con- 


“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 


ALBERT S. SMYTH CO. 








sisting of parts of Connecticut, New York 
State and Pennsylvania. Mr. Vaughan 
has been in the retail jewelry business 


J'LRY .REPAIRING—DIAMOND SETTING | 
ENGRAVING 


WHOLESALE 
DIAMONDS - WATCHES 











| all of his life, having been associated * 
KAPLAN ENGR. & MFG. CO. | with his father in Vaughan’s jewelry ° JEWELRY 
BALTIMORE & LIBERTY STS. | store, Greenville, S. C., prior to joining 
: eg re a HOPKINS PLACE, BALTIMORE, MD. 
BALTIMORE, MD. | the Jaceard organization. 5 
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CENTRAL WATCH CO. 


WATCH REPAIRING FOR THE TRADE | | 
Best Workmanship at Lowest Prices | | 
| 


Prompt Service 
5 South Wabash Ave. CHICAGO, ILL. 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 


SIMON BROS. 


Watch Repairers for the better 
trade since 1910, 


References from best concerns in 
the trade. 


5 S. WABASH AVE. 








CHICAGO 








McRAE & SHAW 
168 N. Michigan Ave. 
CHICAGO, ILL. 


Originators of 
"THE OLD TATTLER" RADIO PROGRAM 
“EXCLUSIVELY FOR JEWELERS" 
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FINDINGS 


THINK OF 











ORDER FROM YOUR JOBBER 


Gucomparable 





OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 


BECKER-HECKMAN CO. 
28 E. Madison St. CHICAGO, ILL. 


USE 


NEWALL 
“Quality” Findings 


Your Wholesaler has them. 














Add New Valances 
Background Drapes 
Fabric Display Mats 


THAT SELL MORE ! 


Send sizes with sketch. 
Give Color for samples, 
ESTIMATE, 

NO OBLIGATION 
Camden Artcraft Co. 
160 N. Wells 
CHICAGO 








CHICAGO: 


Arnold Price, credit manager of the 


Ball Co., Inc., was called to New York 
Aug. 16 on account of the death of his 
sister. 


John Leiner, manager of Benj. Allen & 
Co., Inc., accompanied by Mrs. Leiner, 
spent three weeks recently on a motor 
trip to Maine and Atlantic Coast resorts. 


Herman S. Rubin, of the Arsea Sales 
Co., spent two weeks in New York last 
month on business and visiting friends 
and relatives in the East. 


The businesses of A. Quint & Co. and 
subsidiary, G. A. Soden & Co., located 
at 5 N. Wabash Ave. for many years, 
have moved to 5 S. Wabash Ave. 


Edward Imhoff, sales manager of Rip- 
ley & Gowen Co., Inc., with headquarters 
in Chicago, recently returned from Ber- 
muda where he and Mrs. Imhoff spent 
a month on vacation. 


Wendell & Co., until now situated at 
31 N. State St., Chicago, is removing to 
the ninth floor of 55 E. Washington St. 
The Stein & Ellbogen Co., occupies space 
on the same floor. 


Herman P. Haynes, Chicago manager 
for Ingersoll-Waterbury Co., Inc., spent 
two weeks last month in New York and 
at the factory. E. F. Carr, Dallas, their 
Texas representative, spent some time 
during August at the Chicago office. 


R. J. Slagle, Houston, Texas, president 
of the Houston Watch Co., Inc., and 
president of the Texas Retail Jewelers 
Association, spent several days in Chi- 
cago last month on business and visiting 
friends here. 


H. Horwitz, jeweler on the fourth floor 
of 159 N. State St., has recently in- 
creased his floor space to twice the for- 
mer size, installed new floor and wall 
cases and added rooms for watchmakers 
and jewelry workers. 


William Gibson, of Cole & Young Co., 
Inc., president of the National Credit 
Jewelers Association, spent a few days 
in New York during the A.N.R.J.A. con- 
vention as he and Mrs. Gibson were en- 
route to Bermuda for a short vacation. 


Paul R. Gruen, for many years asso- 
ciated with the distribution of American 
watches, most recently of Paul R. Gruen, 
Inc., has joined the sales force of M. A. 
Mead & Co., Inc., and will call on the 
trade in his old middle west territory. 


After a brief discussion, the matter of 
wages and hours was satisfactorily ad- 
justed by The Chicago Mfg. Jewelers 
Association and their workers last month. 
The rate of pay was increased 10 per 
cent with a basic week of 40 hours and 
time and half for all overtime. 


Solomon Kutner, pearl importer, re- 
turned recently from a business and plea- 
sure trip east during which he spent a 
few weeks at Atlantic City. His son, 
Samuel, now represents Roger Wurmser, 
colored precious stones, in Chicago ter- 
ritory. 


Donald’s is the name of an attractive 
new credit store opened last month at 34 
W. Washington St. The building was 
completely remodeled, including a new 
marble and glass front with chrome trim, 
and the interior is efficient in arrange- 
ment. B. D. Kellis is the proprietor. 
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Fred Dahlin, jeweler at 29 E. Madison 
St., has installed a plant at 5619 Broad- 
way to manufacture a new sterling silver 
novelty which he recently patented. [It 
is a combination key chain and photo 
book, or memo book, both of which are 
meeting favor in the trade. 


Ralph Milhening, son of Frank Mil- 
hening, and Hans Bagge, both of J. 
Milhening, Inc., are expected to return 
to Chicago about the middle of Septem- 
ber after a three months’ trip to Europe 
during which they visited the diamond 
markets and points of interest on the 
continent. 


Lawrence Ferguson, cashier, and Leon 
Silsby, assistant manager of Benj. Allen 
& Co., Inc., accompanied by Thomas 
Sumner, of the Silversmith building, are 
enroute to Seattle, Wash., and other 
points of the northwest where they will 
visit relatives during the next three 
weeks. 

Richard Seligmann, until July 1 owner 
and manager of the Seligmann Jewelry 
Co. in Seattle, Wash., visited his sisters 
and friends in Chicago last month. He 
was accompanied by his nephew, Harold 
S. Seligmann, who will conduct the Selig- 
mann business in the future. From Chi- 
cago they went to New York and Provi- 
dence to visit the manufacturing trade. 


Stein & Ellbogen Co. and National 
Railway Time Service, located for a num- 
ber of years on the 11th floor of the 
Pittsfield building at 55 E. Washington 
St., have removed to the 9th floor of 
this building where they occupy the entire 
floor. This greatly enlarged space has 
been very efficiently and attractively fur- 
nished and arranged. 


Joe Goldstone, president of American 
Jewelers’ Bureau, Inc., returned two 
weeks ago from an extended business 
trip to Japan where he arranged for ex- 
tensive importations of Imperial cultured 
pearls, and on the Pacific Coast where 
he opened distribution houses for the 
company in both Los Angeles and San 
Francisco. He was accompanied by Mrs. 
Goldstone. 

After an exciting chase through the 
building and into the street on Aug. 11 
a petty thief who had been operating in 
the Heyworth building was caught and 
charged with petty larceny. Police found 
he had a record of about 20 years. On 
this day he entered the store of Paul 
Lackritz, on the seventh floor and grabbed 
one of several carving sets a clerk was 
showing. He was recognized as a man 
who was in the store a week previous 
when the purse of a customer with $40 
disappeared. 





~ St. Louis Jewelry Manufacturer 
Makes Sales Tax Tokens 


St. Louvis—Contracts for the manufac- 
ture of 32,000,000 zinc-alloy sales tax 
tokens about the size of a 25-cent piece 
have been awarded to the Eisenstad’ 
Mfg. Co., this city, and the Osborne 
Register Co., Cincinnati. The receipts 
will be of two denominations, one mill 
and five mills, the latter with a hole in 
the center to differentiate them readily 
from the one mill pieces. Specifications 
call for 99.4 per cent Missouri-mined zinc 
and .6 per cent copper, lead, cadmium 
and iron alloy. 
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CINCINNATI 


Headquarters of the Cincinnati district 
of the Waltham Watch Co. have been 
moved from the Keith Theater building 
on Walnut St. to the Enquirer building, 
617 Vine St. The change was effected by 
L. R. Olsson, sales manager of the local 
district, at the first of the month. The 
ofices are on the thirteenth floor. 

Richard A. Brand, jeweler and optician, 
has moved his store to 210 W. McMillan 
St. Clifton Heights. It formerly was on 
the other side of McMillan. Brand leased 
the space from Mrs. Elizabeth Laile. It 
is in the business section near Hughes 
high school and the University of Cin- 
cinnati. 

Charles Detzel, who is associated with 
A. Feltman & Co. in the Hulbert Block, 
became a benedict on Aug. 10 when he 
and Miss Harriet O’Dell of Glenway 
avenue, Price Hill, were married at St. 
Lawrence church. This is the fifth 
wedding among jewelry firm associates in 
two months. 

While it will not be added to the 
ground surrounding Time Hill, a tract on 
Reading road, adjoining the Gruen 
Watch Co. site, was bought by George 
T., and Robert D. Gruen. Time Hill 
faces McMillan st. but has an arm ex- 
tending into Reading road on the west 
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Play Trumps 


. with $375,000, 000 
Jewelry Business at Stake! 


YOUR SHARE 


Year’s Sensation 


BE SURE OF 
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THE TWO-PURKPOSE 
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Make reservation for Your City NOW 
Also, SEE 15 other Big Business 
Builders, all chock-full of that BUY- 
ING URGE. Write on your letterhead 


for samples. 
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JEWELERS’ ADVERTISING SERVICE, DIV 


WIESEN-HART 


MAY & MONROE CINCINNATI 


VISIT OUR BOOTH AT 
THE NACJ CONVENTION 








CROSSCURVED MAINSPRINGS 


First in Favor of 
Quality Buyers! 
America’s great contribution to 


the improvement of mainsprings 
for watches. 


For your own satisfaction and 
for the supreme satisfaction of 
your customers, use 


TSANDSTEEL CROSSCURVED MAINSPRINGS 
For All Watches 


Made in U.S.A. by Specialists. 
WATC,H-MOTOR MAINSPRING CO., INC. 








| 145 Hudson St. New York City 
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| sion also brought into bold 


and on a lower level. The Gruens bought 


the site from Florence Crowe as a private | 


enterprise. 

The Loring Andrews Co., 117 E. Fourth 
St., will effect a complete physical change 
of the front of its store. Plans have been 
made and contracts let for the installation 
of a glass front that will be framed in 
bronze and wood. Unlike the general run 
of stores, this concern does not have dis- 
play windows as pedestrians look into the 
immediate establishment from the side- 
walk. 

William J. Thelen, 66, died of a heart 
ailment at his home 3360 Meyer Place, 
Westwood, Aug. 8. He had been in the 
jewelry profession for 50 years, starting 
when a youth under direction of his 
father, the late Benjamin Thelen who 
also had been a jeweler for half a cen- 
tury. For quite a period Thelen had been 
associated with the Richter & Phillips 
Co., wholesale jewelers, but later started 
an enterprise of his own. Surviving are 
Mrs. Thelen, a son, four daughters, three 
sisters and a brother. 

Ralph Simon, chairman of the Enter- 
tainment Committee of the Town Criers, 
effected a second outing for the traveling 
salesmen, August 3. Simon was given 
the use of a large camp on the Great 
Miami River near Cleves, Ohio, and pre- 
pared a picnic for the Criers. The after- 
noon and evening were devoted to swim- 
ming, fancy diving, horse shoe pitching 
and outdoor games generally. The occa- 
relief the 
athletic ability of L. R. Olsson, local dis- 
trict manager of the Waltham Watch 


Co. “Ollie” gave a good demonstration 








of distance throwing as he was the onlv 
one of the group who could throw a rock 
to the opposite bank of the river. A num- 
ber of the group tried out their arms but 
none could achieve anything like that of 
Olsson. P. J. Armany of Baker & Co., 
Providence, R. I., was a guest of the 
Criers as he happened to be in Cincin- 
nati at the time. The outing was held 
at a camp maintained by William H. 
Oskamp and Arno Dorst, both past presi- 
dents of the Cincinnati Wholesale Jewel- 
ers & Manufacturers Association. 





| Youthful Detective Causes Arrest of 


Burglar and Receives Reward 


OMAHA, NEBR.—Gordon Smith of Smith 
& Co., Omaha jewelers, made quite a 
little ceremony out of delivering the $100 
reward check to William Seegar, who 
recently trailed a burglar who broke into 
the Smith place, caused his arrest, and 
the return of the stolen watches. 

Seegar is a mere boy of 18. Smith called 
him into the store recently, and in the 
presence of some other jewelers and 
friends, presented the amateur detective 
with the $100 check as reward from the 
Jewelers’ Security Alliance. 





President T. Albert Potter of the Elgin 
National Watch Co. has announced Oct. 
15 as the date when a great promotion for 
the new Lord and Lady Elgins, 21-jew- 
eled in the smart 8/0 size and semi- 
baguette with 19 jewels respectively, will 
get under way. Jewelers helped decide 
on the nine important publications which 
have been selected for the advertising 
schedule and which reach five out of 
every 10 families in the nation. A three- 
unit display ensemble in velvet and gold 


| is offered jewelers who have purchased 


six or more of the new watches subse- 
quent to June 1. 
tie-ins are available on request. 
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| WHERE TO BUY 





WATCH DIALS 


| 


REFINISHED || 


IN KEEPING 


* THE Wlodeon. MODE 
KIRK-RICH DIAL CORP. 


HEYWORTH BLDG. METROPOLITAN 


LOS ANGELES, 
CHICAGO, ILL. gE oa 
SEABOARD BLDG. ALLEN BLDG. 
SEATTLE, WASH. DALLAS, TEX. 
CLARK BLDG., PITTSBURGH, PA. 














WANT scie representation for the City. 
Watch Importer or Jewelry Mfr. 
LEO HOFFER 
704 Traction Bidg., Cincinnati, Ohio 


Old established, fine watch repairer, to the 
consumer, in fine building. 








PETER HENRY & SON 
WATCH CASE ‘REPAIRING 
GOLD AND SILVER REFINING 


Prompt Service, Maximum Returns 
610 Glenn Bidg., Sth & Race Sts., Cincinnati, Obie. 
Give us a trial. 








GOLD and SILVER 
PLATERS 


SILVERWARE — REPAIRING 


RELIABLE 
FOR—40—YEARS 








CISKE & DRESCH " Singer t™ 











Free mats of newspaper 


















Scme WATCH CO. 

& S.WABASH AVE. CHICAGO fL1 
USED WATCH ~ 
MATERIALS 5 
USED MOVEMENTS o 
Running Condition al 
O-size Ceisin Waltham 1 2 ° 
12 of 16 size, Hunting > 
iz) Size open’ ‘Face | THE PRICE OF >! 
74, $2.25— 15), $3.25 NEW MATERIALS 5 
@ 


Wheels, pinions, 
pallet forks, etc., 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 


6% L rect. or 6% oval 
6J, $2.00 —15J, $3.00 
10% LL. 63, 75¢— 
153, $1.25 
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Where to Buy 
IMPORTED 
China and Glass 


| Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 




















ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IKISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. _New York, eS. ¥. 


FINE 


CHINA 





Fomene the World Gow 


ilable from New York 


ROSENTHAL CHINA CORP., 149 Sth ‘hve. New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers, 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOT 35-37 W. 23rd sy. 














NEW YORK, N. Y 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New Yo 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 


rk, N. Y. 








THEODORE HAVILAND 


FINE FRENCH CHINA 
BOOTHS, LTD 
JOHN MADDOCK & “SONS 
English Earthenware 
“GENUINE QUIMPERWARE” 
All in New York Stock 





THEODORE HAVILAND & CO., inc. 
26 W. 23rd St. New York 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York. N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





In the Field of Advertising 
and Trade Promotion 








Ronson has introduced the ‘“roll-top 
cigarette cabinet,’ in chromium = and 
enamel with streamlined flutings, con- 
taining two cigarette compartments hous- 
ing 30 cigarettes each, in fluted floorings 
which keep the individual cigarettes in 
place. A large capacity touch-tip light is 
built into the back of the cabinet, and 
can be carried about to light a succession 
of cigarettes, cigars and pipes. 
‘ 

R. F. Simmons Co., Attleboro, Mass., 
has just released its new 40-page catalog 
showing the complete line of Simmons 
gold filled jewelry, including chains, wrist 
watch attachments and a long line of 
miscellaneous jewelry merchandise, some 
of which is shown in color. The catalog 
is spiral bound so that it will lie flat 
when opened on the jeweler’s counter. It 
has a long-wear leather composition cover 
stamped with gold leaf. 


The interesting 1937 fall catalog of 
Jacques Kreisler designed watch attach- 
ments, equipped with Marvelock, is being 
distributed by Jacques Kreisler Sales 
Corp., 136 W. 52nd St., New York. 


Jack Cooper, 57-year-old grandfather 
from Kansas City, Mo., who won the per- 
petual trophy by driving the fastest heat 
in the major race of the National Sweep- 
stakes Regatta at Red Bank, N. J., Aug. 
14-15, was given a Gruen Olympiad 
watch. The committee of awards pre- 
sented seven other Gruen watches to 
winners. 

Swank’s advertising of its line of men’s 
gold filled jewelry centers around full 
color pages in The Saturday Evening 
Post, Collier’s, Life, Esquire and Good 
Housekeeping. Hailing the return of the 
French cuff shirt, Swank has modernized 
its Kum-A-Part cuff button line and de- 
veloped a new Elbo-link design to hold 
cuffs more neatly, in a variety of colored 
stones and metal motifs. Wholesale dis- 
tributors have promotion material. 

Dramatic photographs showing the ster- 
ling inlaid feature will spotlight the fall 
advertising schedule of Holmes & Ed- 
wards, division of International Silver 
Co. Altogether about 28,500,000 adver- 
tisements will be published in a long list 
of magazines. Each ad will feature the 
club payment plan. Holmes & Edwards 
reports that sales are running substantially 
higher than in 1936 and now, with its 
biggest advertising program in _ seven 
years, anticipates some record-breaking 
weeks. 

** @ 

Bulova Watch Co. will return to 
WEAF Sept. 12 for 52 weeks with five 
time signals nightly between 6 o'clock 
and _ station sign off. A 50-word an- 
nouncement is scheduled for broadcast 
after 11 P.M. Agency is the Biow Co., 
New York. 

S. Nathan & Co., Inc., 71 Nassau St., 
New York, is again distributing to the 
trade faithful reproductions of 15 of the 
famous diamonds of the world, in a sub- 
stantial, velvet-lined box. Delivery is 
also being made of the Cullinan display, 
consisting of reproductions of the origi- 
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nal rough stone as found and the nine 
gems which were cut therefrom. 

Ostby & Barton Co., Inc., oo 
RB. i., 8 distributing, through dealers, 
six-page folder tracing the history pe 
significance of seal rings, as described jn 
its advertisement for the new Seal-of- 
Approval men’s rings in Esquire. Also 
available is an attractive illuminated dis- 
play furnished with six popular numbers 
in the line mounted on a champagne 
colored base. 

* * # 

Emphasis on the company’s specific 
models for every room in the house and 
self-starting, sealed-in-oil motors will be 
seen in the fall advertising program of 
Warren Telechron Co., Ashland, Mass. 
Space is being taken in Saturday Evening 
Post, Life, Good Housekeeping and House 
& Garden. New sales helps, circulars 
and window display material have been 
prepared for free distribution to dealers. 
A new fall and winter vest-pocket catalog 
has been issued. 

* * & 

Inasmuch as it assists electric shaving 

satisfaction, it assures the customer's 


| continued payment on his electric razor 


and makes additional jewelry sales easier, 
says the House of Pinaud regarding its 
new product, ‘Set-up,’ the shaving lotion 
that shrinks the pores, temporarily stiff- 
ens the beard and makes electric shaving 
easier. A four-color page advertisement 
in Esquire for September will be followed 


| by black-and-white page ads in Esquire, 


Time and the New Yorker. 

“Gift Ware by West Bend”’ is the title 
of a catalog just off the press, which illus- 
trates the 1937-38 line now being shown 
to the trade by West Bend Aluminum 
Co., West Bend, Wis. As far as pos- 
sible, like items have been grouped to- 
gether to make it easy for buyers and 
customers to locate the items in which 
they are interested. 

* * # 

Harvel Watch Co.'s national advertis- 
ing campaign starts with Vogue for Sept. 
15 and Esquire for October, announced 
Henry Harterveldt, president. Merchan- 
dise ranging from smart platinum and 
diamond models to popular priced items 
comprises the Harvel line. Ads_ will 
stress “restricted to the better jewelers of 
each community.” 











Where to Buy 
DOMESTIC 
China and Glass 


OO 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 














LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton. N. J. 


b 


LENOX 
LENOX, INC. 
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No Preliminary Injunction Entered 
in Litigation Between Buffalo 
Jewelry Concerns 


BurFaLo.—In an article published in 
the August issue of THE JEWELERS’ Cir- 
cULAR-KEYSTONE it was stated that a tem- 
porary injunction had been granted 
against T. C. Tanke, Inc., local jewelry 
concern in a suit started by Harry Gam- 
ler, Inc. This was in error as no tem- 
porary injunction is in effect against T. 
C. Tank, Inc., and Edward B. Cook, 
optometrist. 

The suit was started when Edward B. 
Cook, formerly employed as an optom- 
etrist at the Gamler store, went to work 
at the Tanke store and, it is alleged in 
the complaint by Gamler, began to solicit 
former customers of the Gamler concern. 

The record shows that on July 14 a 
motion for preliminary injunction was 
granted by the Hon. Almon W. Lytle, 
Supreme Court justice, but no injunction 
has been entered. 


Miller-Tydings Resale Price 
Maintenance Bill Signed by 
President Roosevelt 


WASHINGTON.—The Miller-Tydings re- 
sale price maintenance bill, attached as 
a rider to a District of Columbia tax 
measure, was signed on Aug. 18 by Pres- 
ident Roosevelt. : 

Describing the rider as weakening the 
anti-trust laws, the President said the 
occasion marked the first time in his ad- 
ministration that Congress had followed 
the “vicious habit” of attaching a “wholly 
unrelated” bill to a tax or appropriation 
measure. 

The President approved the bill despite 
his opposition to the Miller-Tydings 
measure voiced last April on the grounds 
it would increase costs to consumers. 

The Miller-Tydings act will relax the 
anti-trust laws to the extent of permitting 
contracts prescribing minimum prices for 
the resale of trademarked articles or 
those bearing the name of the manufac- 
turer or distributor and has been de- 
scribed by Senator Tydings as designed 
“to strengthen the anti-trust laws” by 
giving the small business man the same 
privileges which large firms have here- 
tofore enjoyed. 


42 States Permit Agreements 


As amended in the Senate, the act will 

allow vertical agreements—manufactur- 
ers may contract with retailers or with 
wholesalers or jobbers, etc. Such agree- 
ments, according to Senator Tydings, will 
be limited to articles subjected to full 
and open competition in the 42. states 
which now permit such agreements. He 
forecasts that the other states will enact 
similar laws soon. 
_Tydings insisted that the Administra- 
tion’s objections to his bill had been over- 
come when the Senate passed his amend- 
ment which prohibited horizontal agree- 
ments—combinations between manufac- 
turers, between wholesalers, or between 
retailers, etc. 

His view, however, was challenged by 
Representative Celler, Democrat of New 
York, a member of the House Judiciary 
Committee, who said the Justice Depart- 
ment had not approved the amendment 
except as to wording. 

In the Senate, Senator King, Democrat 
of Utah, was the sole objector to the 
Tyding’s rider. There were no objections 
raised against the bill in the House, al- 
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IT ALL DEPENDS 


—There are those who think that all wealth 
should be divided equally amongst all men. 

—An unsafe and a crazy philosophy—but 
it has its followers. 

—If that system prevailed we would find 
that with a national income of approximately 
53 billion dollars each family would receive 
its share of approximately $1,600. 

—Now, if it’s fair to share income, why 
isn’t it just as fair to share debt? 

—In which case, every family's share of 
our total government debt would amount to 
$1,800. 

—And what a squawk would arise from 
those who would share the wealth if they 
were asked to share the debts. 

—Poor reasoning, you may say. 

—Maybe so; but I’ve always been brought 
up in the belief that if you would take the 
profit you must also take the risk. 


a . 
whl. / 


President. 








though Celler, a few days after it had 
passed the House, termed the measure 
an “anti-consumer, price-fixing bill.” 
Telegrams were sent, Aug. 26, to heads 
of a number of concerns in the jewelry 
trade asking for expressions of opinion 
and future plans in relation to the Miller- 
Tydings resale price maintenance law. 
Among the replies were the following: 


Brandon, Vt., Aug. 26. 
A. M. Clark, Editor, 
THE JEWELERS’ CIRCULAR-KEYSTONE: 
Letter from Mr. Atkinson our director 
of sales has just reached me at a camp 
in the Vermont woods telling me the good 
news regarding Miller-Tydings resale 
price maintenance bill and that they are 
starting immediately on detailing connec- 
tion with states that have passed fair 
trade act. I believe we shall witness a 
new era in constructive merchandising 
with the emphasis on honest goods at fair 
better prices and greater service to the 
consumer. 
Frank C. Beckwith, President, 
Hamilton Watch Co. 


Cincinnati, Ohio, Aug. 27. 

A. M. Clark, Editor, 
THE JEWELERS’ CIRCULAR-KEYSTONE: 

Miller-Tydings Act telegram in Mr. 
Katz’s absence referred to me; we are 
tremendously pleased with the passage of 
this law and are having our attorneys 
gather information at once so that we may 
proceed to sign up contracts for price 
maintenance. Much needed boon to the 
industry for a seliing policy that has been 
championed by Gruen for years. 


T. Sachs, The Gruen Watch Co. 


Kenwood, N. Y., Aug. 27. 
A. M. Clark, Editor, 
THE JEWELERS’ CIRCULAR-KEYSTONE: 

As you doubtless know we have been 
operating for some time under the fair 
trade acts of Illinois and California. We 
have not as yet had opportunity to study 
Miller-Tydings bill so are unable at this 
time to make any definite statement. 

Harley H. Noyes, 
Oneida, Ltd. 








525 Jewelry Stores’ Sales Up 20.4% in Jaly 


Sales *eported—- ——_———-—— 





Number 


of firms From 

report- July, 

Regions and States ing 1936 
East North Central ...... 264 +24.1 
Lp rr ree ree 83 +19.8 
SEES cvaseunsecceosne 32 +40.0 
CR Ricacksasuatwneewes 87 +22.6 
MEIER. is ween eekbn es 62 +24.5 
West North Central ...... 140 +13.1 
CN onan pattie cde Rien es 45 +24.1 
IE one oat e ana eter ais 34 +14.7 
EE ca weadinnes kewes 39 + 8.8 
pS OCT TOC L ET 22 +14.2 
West South Central ...... 87 + 22.7 
DN TORT CR COT 10 +22.0 
CE oncceecceneves 23 +33.0 
WEE cecuvececenevevess 54 +21.4 
ee ere 34 + 9.1 
CIEE oo cinkcsectscewes 22 + 8.7 
New Mexico ...cccsccccs 8 +11.4 
WEOUMEENGE ccdeksccsonnne 4 + 5.4 
WORMED 5 csecudceuavscnes 525 +20.4 
CN nacewcesesecncaces 25 + 1.3 
OE EMG écvcccdencesseues 14 + 5.4 


Percentage change 


Thousands of dollars 


From 
June, July, July. June, 
1937 1937 1936 1937 
20.1 785.4 633.7 982.8 
30.5 211.6 176.6 304.4 
3.7 103.6 74.0 107.6 
—16.3 348.6 284.7 416.6 
21.1 121.6 97.7 154.2 
14.2 310.0 274.1 361.5 
-~-18.1 62.3 50.2 76.1 
+ 5.8 54.6 47.6 51.6 
—17.5 164.9 151.6 200.0 
—16.6 28.2 24.7 33.8 
—10.0 242.1 197.3 268.9 
—19.6 22.2 18.2 27.6 
+ 2.0 29.0 21.8 28.4 
—10.3 190.9 - 157.3 212.9 
6.1 74.2 68.0 79.0 
- 5.5 54.7 50.3 57.9 
— 1.9 15.6 14.0 15.9 
25.0 3.9 3.7 5.2 
—16.6 1411.7 1172.1 1692.2 
—47.5 77.0 76.0 146.8 
—28.8 92.4 87.7 129.8 


Market data facilities of the Bureau of Foreign and Domestic Commerce 
are being enlarged, so that within the next year THE JEWELERS’ CIRCULAR- 
Keystone will publish data on monthly jewelry sales in all. 48 states, similar 
in nature to the above table which covers jewelry store sales in the 14 


states where the sales reporting program is now in effect. 


The Bureau's 


San Francisco office in September plans to start gathering monthly sales 
data for 11 other states in the Pacific, Mountain and Southern areas. They 
are Washington, Oregon, California, Montana, Idaho, Nevada, Utah, Ari- 
zona, Alabama, Georgia and South Carolina. Contacts will then be made 
with retailers, including jewelers, in the New England and the Southern 
States, and, finally, with the populous Central Atlantic and East Central 
states. The Bureau releases individual store data to no one; all reports 
are absolutely confidential. This journal urges retailer cooperation with 
the Market Data Section as its program becomes effective in additional states. 
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HOROLOGICAL CLINIC 





Watchmakers hold two sessions during 


ANRJA. Convention in New York—Howard 


F. Beehler directs work of the group. 


HE sessions in the clinic on horology under the super- 

vision of Howard F. Beehler of the Research Depart- 
ment of the Hamilton Watch Co., Lancaster, Pa., were 
held Tuesday and Thursday afternoons in the Pillement 
Suite at the Waldorf-Astoria Hotel, New York, in con- 
nection with the annual convention of the American 
National Retail Jewelers’ Association. 

Mr. Beehler had brought with him a number of charts 
and he reviewed the lecture which he had. given at the 
annual meeting of the Horological Institute of America 
which was held at Washington, D. C., on May 24, last. 
This lecture was published in full with illustrations in 
the June issue of THE JEWELERS’ CiRCULAR-KEYSTONE. 

Mr. Beehler considered the effect of poise on vertical 
position rates and went into other detail regarding the 
explanation of vertical rate tabulation showing with 
charts the variation in the five position test. 

Following the completion of Mr. Beehler’s talk he 
suggested that a question and answer session would be 
of interest and threw the meeting open to questions re- 
garding the lecture: The questions of the afternoon with 
answers were as follows: 


Question—With reference to the watch that passed the 
H.I.A. examination, did you assume it to be out of poise 
or was it purposely made out of poise? 


Answer—Yes, it was slightly out of poise, also the 
watch was slightly slower in all of the vertical positions 
than it was in either of the two flat positions, which indi- 
cated that the regulator pins should be slightly open. This 
was found to be the case. There was a nine second varia- 
tion between the five positions and a six second loss 
between the flat and the vertical. 

Question—TIs six seconds considered good for the two 
positions? 

Answer—No, the permissible variation is generally 
not more than four seconds. Let us assume that a 
10 second variation is permissible on most high-grade 
watches for five positions. 
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Photo by Blackstone Studios 


Howard F. Beehler of the Research Department of 
the Hamilton Watch Co. 


Question—Does the slot in the collet affect counter poise 
sufficiently to cause a position error? 


Answer—Yes, it does. In order to determine the 
amount of the error caused by the slot in the collet, it 
will be necessary to time the watch in two positions; 
one position in which the slot is upward and the other 
position in which it is downward and in both timing tests 
it will be necessary for the motion to be under 360 de- 
grees or 180 degrees each side of the line of centers of 
the escape pallet and balance. The results of this test 
with the motion, as indicated, will definitely show that 
the watch will gain in that position in which the slot of 
the collet was upward. 


Question—Is it true that the difference in position rate 
always follows the counterpoise error? 


Answer—tThis is definitely true. We must assume, 
however, that all other conditions are in reasonably good 
order and it will be found that if a 12 position test is 
made that the heavy screw on the balance wheel can be 
immediately located. This heavy screw will be at the 
bottom of the balance wheel if the motion is under one 
turn and at the top of the balance wheel if it is over 
444 degrees motion. 


Question—How were the 12 vertical position rates 
obtained? Did you run the watch for 24 hours in each 
position or did you use one of the new timing devices? 


Answer—These particular rate tests were made on 
the Hamilton time microscope which makes it possible 
to obtain a 24 hour reading in one minute. 


Question—In what way would a hairspring that is de- 
cidedly out of ‘center affect position rates assuming that 
the balance wheel is as near perfectly poised as possible? 


Answer—Ilf the hairspring is out of center, it can be 
seen that this condition is establishing a counterpoise 
error in the entire balance and hairspring unit which will 
cause a position variation in identically the same manner 

(Please turn to page 187) 
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The New and Improved 


) keep pace with orders for the Western Electric 

Watch Rate Recorder, production has been materially 
stepped-up. Hence a substantial drop in its price—with- 
out in any way reducing its value or lowering its quality 
and efficiency. 


On the contrary, look at these new features that make 
for still greater value: 
1. Operation greatly simplified through 
introduction of automatic start and stop, 
and other new design features. 
2. New model—though much lighter— 
is more rugged, simpler in design. 


Western ElJecfric 
WATCH RATE RECORDER 


Distributed by 
American Time Products, Inc. 





THE JEWELERS’ CIRCULAR-KEYSTONE 


for September, 1937 





Western Elecfric 
WATCH RATE RECORDER 


3. New tuning fork unit is much lighter, 
smaller and more efficient. 
4. Improved appearance makes for still 
greater customer appeal. 
Leading jewelers and watch repairmen have found the 
Watch Rate Recorder a real business builder. Send the 
coupon for full details on the new and improved model. 


NOTE: On and after October Ist, the Watch Rate 
Recorder will be distributed by AMERICAN TIME 
PRODUCTS, INC., which has acquired the experienced 
personnel now handling this business. 


American Time Products, Inc. 
580 Fifth Avenue, New York, N. Y. 


Gentlemen: Please send me full information on the NEW Western Electric 
Watch Rate Recorder and details of purchase plan. 


NAME 
ADDRESS 
CITY. STATE 
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A BUSINESS GETTER 


A Corner of our Sweeps Burning and Grinding Department 


All lots of Sweepings, etc., are burned, ground and assayed separately 
with great care and precision. 


We earnestly solicit your patronage. 


L. LELONG & Bro,., INc 
GOLD, SILVER and PLATINUM 


Refiners, Assayers, Smelters and 
Bullion Dealers 


345-7 Halsey St., Newark, N. J. 





81 Years Serving the Trade 
Nationally Known Since 1858 





| 











We can supply you with an 


AcTION WINDOW SIGN 


that will bring the public 
into your store to dispose of 


OLD GOLD 


and you can usually sell 





some new item. | 


FOR PROMPT, SATISFACTORY 


returns on your old gold, filled cases, 
specs, sweeps, etc. 
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BACKGROUND 


younger lacks. That is a long and 
successful background of experi- 
ence. He has been proved. 
He is the one you choose. 


Two men apply for a position. 
Both seem equally qualified, 
except the older man has a defi- 
nite “something”? which the 


Thirty-Nine Years of Refining Service 


has given Hagstoz a background of experience—a host of satisfied 
customers which suggest your sending your next shipment of scrap, 
sweepings and filings to 


T. B. HAGSTOZ & SON 


(ARTHUR T. HAGSTOZ) 


— SILVER — PLATINUM AND THEIR 
N PLATE — WIRE AND BLANKS 


709 Sansom Street, Philadelphia, Pa. 


Buyers of PRECIOUS METAL SCRAP 


Producers of GOLD ALLOYS — 
I 
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Horological Clinic 


(From page 184) 


that a counterpoise error in the balance wheel would 
cause. 

Question—.4 re all watches that are sent in to the 
Horological Institute of America for examination thor- 
oughly tested in the same manner that these two watches 
were tested? 


Answer—Yes, the watch is tested by the United 
States Bureau of Standards and a sealed record is pre- 
sented to the watchmaker who then makes a practical 
examination of the watch. This practical examination 
takes into consideration 25 major points which include: 
Ist. Shape and polish of balance pivots; 2nd. End shake 
and side shake of balance staff; 3rd. Trueness and poise 
of balance wheel; 4th. Condition of hairspring and regu- 
lator pins, (a) True, (b) Level, (c) Center, (d) Circle 
of overcoil, (e) Overcoil located in center of regulator 
pins, (f) Regulator pins properly closed; 5th. Escape- 
ment action, (a) Lock, (b) Drop, (c) Jewel pin shake, 
(d) Guard pin shake, (e) slide; 6th. Cleaning and oiling; 
7th. Winding, setting and fitting of hands. 





Mr. Beehler explaining a point in the course of the horological 
clinic on Tuesday afternoon at the A.N.R.J.A. convention. 


At the Tuesday afternoon session of the clinic Mr. 
Beehler explained the effect of counterpoise upon posi- 
tion rates. He presented charts and figures to show how 
it is possible to definitely decide in advance the exact loca- 
tion of the counterpoise weight. Many watchmakers at 
this meeting felt that this might be all well and good to 
present a lecture which had been previously cut and dried 
to prove a point in advance. As a result of this feeling 
they decided that they would definitely like to see this 
test performed, and in the usual vernacular of the day, 
most watchmakers said, ““You must show me!” 

The committee in charge made an effort to comply 
with this request and in so doing they called upon the 
assistance of Henry Paulson of Chicago, IIl., and the 
Electrical Research Products of New York, asking them 
to furnish two timing machines making it possible for 
Mr. Beehler to conduct these tests in the Thursday 
afternoon clinic. 

The preparation took on several rather interesting 
angles. ‘The watch to be used was prepared by Marcus 
& Co., jewelers of Fifth Ave., N. Y., in which their head 
watchmaker, Benjamin Mellenhoff, placed a_ timing 
washer on one of the balance screws. The location of 
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this timing washer was unknown to anyone but Mr. 
Mellenhoff. The test was that of timing the watch in 
12 vertical positions, 12 up, 1 up, 2 up, etc., with a 
balance wheel motion of one degree. These rates were 
plotted in graphical form on a large board. Following 
this the motion of the balance wheel was increased to 
13¢ turns and the watch again tested in 12 vertical posi- 
tions, 1, 2, 3, ete. 

From these two tests it was possible to definitely locate 
the fast and slow axis and to correlate this information 
with the statements made in the Tuesday afternoon con- 
ference. ‘They were now at a point in their test where 
it was necessary to make this vital test which had been 
previously questioned and to tell Mr. Mellenhoff on 
what screw he had placed the timing washer. 

Happily to state, the examination of the watch proved 
conclusively that the results of the test bore out all of 
the theories heretofore laid down concerning the effect of 
counterpoise. 

Following the tests the meeting resolved itself into a 
question and answer period. Among the questions were the 
following: 


Question—W ill you explain what is meant by a fast 
and slow pinning point? 


Answer—When a watch is running in a vertical posi- 
tion, the watch will gain in that position in which the 
first half of the inner coil is upwards. 

Question—W ill a hairspring that is out of center create 
an out-of-poise condition that will affect position rates? 


Answer—Yes, any out-of-poise condition any place in 
the balance will cause a position error in accordance with 
the principles laid down previously at this meeting. 

Question—If a balance wheel is poised perfectly, will 
the slot in the collet create an out-of-poise condition, that 
will affect position rates? 


Answer—(By a member of the Horological Society of 
New York.) Yes, the rate of the watch wil be faster in 
the low motions in that position in which the slot is 
upwards. 


Question—W ould it be permissible to counterpoise the 
balance wheel to compensate for the slot in the collet? 


Answer—Yes. 


Question—W ill the use of olive hole jewels for the bal- 
ance pivots reduce the loss in rate between the flat and 
vertical positions? 


Answer—Yes, olive hole jewels are essential to obtain 
a close rate between the flat and vertical positions. 


Supplemental List of Watch Names 


The following names were not in this journal’s posses- 
sion when the listing of watch names was prepared for 
the August issue. They do not include any new names that 
have been added or made use of since the publication of 
the first list: 


Name Company Name Company 
Empire Empire Milos Savoy 
Empire A isenstein Oleet Oleet 
Harkeen Oleet V erno Savoy 
Lady West Savoy Westpointer Savoy 
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K&L 


GOLD STANDARD 


IS 999.75 PLUS 


and the same standard of fineness is maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM ” IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 
Stamped with the K & L guarantee of Quality 


Kastenhuber & Lehrfeld 


24 JOHN ST. NEW YORK, N. Y. 


We solicit your Sweeps — Filings — Scrap Gold and Platinum — A reliable dealer is your only protection 














Use EFCO WATCH CLEANING 
and RINSING FLUIDS 


for Best Results 


Now being used by leading jewelers and watch repair men. 
Efco Cleaning & Rinsing Fluids are now being used in 
preference to all other makes. Cleans brighter. Dries 
faster. Lasts longer. $.85 qt. $3.00 gal. 


i. ss Before you buy any Electric 
me | Watch Cleaning Machine, 
ieee) | be sure to examine the , 


De Luxe Model | Erco HEAVY DUTY MACHINE 
$492.50 The only machine that cleans three movements at one 


time in individual baskets. Equipped with individual 
motor driven fan blower in heating chamber. Com- 
















Complete with divi- 


: plete with 3 baskets, one clock 
sional Baskets and 2 basket and $3 qts. of Efco Fluid $79-50 
qts. of Efco fluid for for cleaning and rinsing. 












On Sale at 
All Leading Jobbers 





cleaning and rinsing. 


EFCO mre. co. 


50 COLUMBIA ST. 
NEWARK, N. J. 
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WORKSOP WOITTES € QUWIEIRITIES 


RILLING BALANCE STAFF—1 was drilling a 
hole in a balance staff with a pivot drill; after a 
while the drill stopped cutting, and even with several 
new drills, I could not get any of them to cut. Is there 
any way to explain this, and what can be done? (Ques- 


tion No. 5080). J. J. B. 


Answer—What has happened is that the first drill you 
worked with has “burnished” the bottom of the drilled 
hole. That is, the drill, instead of continuing to cut, 
has slipped on the steel surface at the bottom of the hole, 
and the pressure you were applying has had the effect of 
compressing the surface metal into a hard, bright “crust” 
that even new sharp drills could not penetrate. A drill 
may slip instead of cut, after the first keenness is worn 
off the cutting edges, in cases where the metal is unusually 
hard, or the drill a little soft, or perhaps both. 

What to do is to take a drill and reshape it on your 
hard Arkansas oilstone, so the angle of the cutting edges 
is more acute—so that the drill has a more “pointed” 
shape. This will attack the burnished surface starting 
at one point, and will cut along edges instead of the 
whole surface of the crust of hardened steel, and remove 
it. Sometimes it is found necessary also to detemper the 
staff again; or to reharden a drill extra hard, or both, to 
conquer the shell of burnished steel. 


ATCH CLEANING SOLUTIONS—What can 
be done about watch-cleaning solutions when they 
darken in color; how can a solution be made that will 


not do this? (Question No. 5081). B. J. J. 


Answer—Nothing need be done about this; change of 
color is unavoidable, and does not necessarily indicate a 
lessening of effect in the cleaning power of a solution. The 
latter takes place when a solution has been used long 
enough to become “worn out” and dirty, after cleaning, 
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say, about thirty watches in it. A practice that will 
make a solution last longer than this, is to quickly dip 
and brush in gasoline any watches that are exceptionally 
dirty, before using the solution; or to do this just with 
the larger parts of such watches. Whether the time 
consumed doing this really is worth more or less than 
the saving on solutions, is “anybody’s guess.” 


ARGEST CLOCK—The question came up in a dis- 

cussion in our store, about which is the largest clock 

in the world—how large is it, where is it, and who made 

it? Can you give us the facts? (Question No. 5082). 
ie 


Answer—The largest clock in the world is the one 
erected above the factory of Colgate & Co., at Jersey 
City, N. J. The dial of it is fifty feet in diameter; the 
hands weigh nearly one ton each. Dial and hands are 
electrically lighted, and time can be read from it from 
all over lower New York City. This clock was designed 
and built in 1922, by the Seth Thomas Clock Co., of 
Thomaston, Conn. In comparing tower clocks for “size,” 
it is customary to go by the diameter of dials; measure- 
ments of the movements are not taken into consideration. 


RYSTALS—Customers sometimes put it up to me 

to advise them whether to choose unbreakable or glass 

crystal for a watch. What do you suggest to:say in such 
(Question No. 5083). J. B. J. 


cases? 


Answer—We suggest that you state the facts about 
the qualities—the advantages of each kind of crystal— 
and the disadvantages, and then your customer will be 
in position to make his own choice. This not only makes 


(Please turn to page 191) 
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Want 
SANDERS 


Manufacturers would 
not recommend us to 
their friends if they 
were not satisfied 
themselves. 


SWEEP 


SMELTERS 
BIRMINGHAM, ENG. 
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James L. Hand 


America’s Leading Jewelry 


Auctioneer 


37 Nassau Street 
New York, N. Y. 
Phone, COrtlandt 7-8693 





Cable Address, Hand-Sale, New York 


STRICTLY ETHICAL AUCTIONS 


Conducted for Jewelers 
Executors, Trustees, Receivers, Banks, Trust Companies 


United States and Canadian Courts. oO STO TOO 
a OR TOO SMALL. Write for “HAND” boek on 
uctions. 


INQUIRIES TREATED CONFIDENTIALLY 











STOP 
SILVER TARNISH 
. 


not a lacquer, not applied 
to silver. An odorless com- 
pound that absorbs tarn- 
ish-causing gases of the 
Keep your silver bright, 
shining, free of tarnish, 
for at least 3 months with- 
out repolishing, by using 
Silver Sentry. Not a polish, 


air. Stops labor and ex- 

pense of polishing silver. 

Keeps silver looking most 

) salable every minute. 50c. 
| (8) From jobbers or direct. 


Columbie 344, Refining Co. 
Leas tstasd |X! city, M. Y. 











WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 











MANDELL E. LEWIS 


WORLD’S FAMOUS 
DIAMOND AND JEWELRY AUCTIONEER 


Highest Type of Auctioneer for Legitimate 
Jewelers Only 
Record of Service Unparalleled for One Third 
of a Century 
My long and extensive experience enables me to give the 
very best service possible 


I Can Raise Money for You—Quickly—Honorably— 
Successfully—Any Amount You Need 
Reduce Your Stock—or—Close Out Your 
Business Completely 








Wire or write for date. All correspondence 
strictly confidential. 


IT WILL PAY YOU TO GET THE BEST 


MANDELL E. LEWIS 


200 WEST 93rd STREET, NEW YORK CITY 
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Woe-F-Nye Inc. 


ESTABLISHED 1844 
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Workshop Notes 
(From page 189) 

4 good impression as to your knowledge of your business, 
but avoids any chance of dissatisfaction later on. ‘The ad- 
vantages of unbreakable crystals is of course that they 
will not break. Their disadvantage is that they scratch 
easily, and change color, becoming darker with age; both 
these faults lessening transparency, and obscuring view of 
the dial, spoiling more or less the beauty of the watch. 
The advantage of glass crystals is that they remain trans- 
parent, do not scratch easily, and thus tend to maintain 
the beauty of the watch. Their disadvantage obviously 
is that they may be cracked or broken. These cunsidera- 
tions suggest that an unbreakable crystal might be favored 
by one whose watch is worn for service rather than 
beauty of appearance; or by one whose work or personal 
habits causes frequent breakage of crystals. On the other 
hand, for “dress” watches, or for watches worn by per- 
sons of careful habits, glass crystals might be preferred. 


ALANCES—In reports of European observatory 
watch timing contests, I see balances described as 
“integral”; are these the same as the “monometallic” 
balances used with elinvar hairsprings by American watch 


(Question No. 5084). B. J. J. 


Answer—Monometallic balances are made entirely of 
one metal; an alloy of the nature of brass; that is, a 
non-ferrous metal, containing no iron. Integral balances 
are made of two metals, like the brass-and-steel compen- 
sating balance; but instead of steel, a nickel-stee! alloy is 
used for the inner rim, inside of the brass outer part of 
the balance rim. Compensating balances of brass and 
carbon-steel (ordinary crucible- or tool-steel), used with 
a carbon-steel hairspring, even after adjustment to tem- 
perature, have the “middle temperature error,” which is 
a gaining rate at temperatures in between the l:igh and 
low extremes at which the watch is adjusted to have the 
same rate. But an integral balance with carbon-steel 
hairspring, or a monometallic balance with elinvar hair- 
spring, if correctly proportioned to the hairspring, will 
run without a middle temperature—that is, it will keep 
time at varying temperatures between the high and low 
extremes, and not only at them. 


manufacturers ? 





ATCH NAME—Who makes or imports, or where 

can I buy material for, a watch that has on it the 
name “‘Audemars Piguet & Co.”? (Question No. 5085). 
J. B. J. 

Answer—Your inquiry comes as a coincidence with 
the publication of a new feature of JEWELERS’ CIRCULAR- 
KEYSTONE services to subscribers. This is “A Clearing 
House for Watch Names,” published beginning on page 
89 of our August issue. In this, at the entry “Audemars 
Piguet” in the alphabetic list, you will see the reference 
“Schneider”; and referring this in turn to the Directory 
after the list, will give you William T. Schneider, 170 
Broadway, New York, as the importer of the watch. 


OOKS—I would like to have your advice about books 
explaining the regular types of jewel-setting; how to 

do this work, like rubbing-in, stripping, etc. Would pre- 
fer to buy second-hand books cheap. Is there a chapter 
on jeweling in Wilkinson’s book ‘‘Escapement and Trains 
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(Question No. 5086). J. W. A. 


Answer—The best explanations of jcwel-setting of 
the types you mention, are in two booklets “Jeweled 
Bearings” by Charles T. Higginbotham; and “Watch 
and Chronometer Jeweling” by N. B. Sherwood. These 
booklets were published by Hazlitt & Walker, of Chi- 
cago, a firm now out of business. Their publications 
were sold to various watchmakers’ supply dealers; some 
of these still have some of the titles in stock, and we 
suggest writing your regular dealer (material house) 
for those you want, and if he does not have them, try 
other houses. Out-of-market books can sometimes be 
found for sale by advertising in our classified columns; 
prices asked are usually more than for new books, because 
of scarcity; but originally the above two titles sold for 
about fifty cents each, so the price would not be high, 
even at a premium. In any event, the information is 
worth much more than the cost of the books. The Wil- 
kinson book that you mention, does not have in it any- 
thing on jewel-setting. 


of American Watches”? 


LOCK WEIGHTS—I am having trouble with the 

weights of a “Grandfather” clock with quarter-hour 
chimes. The running weight is about one-third heavier 
than the other two weights. But in a week’s time, this 
weight does not descend as far as the other two, and is 
left standing eight or ten inches above them. I put on 
new cords, but this does not make any difference. What 


shall I do? (Question No. 5087). P. G. M. 


Answer—The heaviest weight is not the one to drive 
the time-train; it should be put on the cord that pulls the 
drum of the quarter-hour chime train. If you put it on 
that cord, you will find that the weights travel practically 
together. This will also avoid having excessive power on 
the time-train, which is the case /*th the weights placed 
as you have them. 


LOCK BOOKS—Will you please give us a list of 
books that would inform us about old American 
clocks, their makers, age, etc-—and that would indicate 
where material could be obtained for repairing these 


clocks? (Question No. 5088). H. P. 


Answer—Books on the subject of former clockmakers 
in America, that are at present on the market for sale, 
are as follows: “The Clock Book,” by Wallace Nutting, 
published by Old America Co., Framingham, Mass. ; 
“The Old Clock Book,” by N. Hudson Moore, published 
by Frederick A. Stokes Co., New York: “Connecticut 
Clockmakers of the Eighteenth Century,” by Penrose R. 
Hoopes, published by Dodd Mead & Co., New York; 
and ‘““Time and Timekeepers,” by Willis I. Milham, pub- 
lished by The Macmillan Co., New York. But repair- 
parts for clocks the makers of which have long been out 
of business, are not kept in stock by material dealers, 
except such items as ordinary pendulum rods, standard 
patterns of hands, etc.; things needed for more recently 
made clocks, for which there is sufficient demand to justify 
carrying them in stock. Parts not in this category must 
be made to order when needed. This work is done by 
some of the trade-shops whose addresses may be found in 
the advertising columns of THE JEWELERS’ CrrcuLar- 


KEYSTONE. 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted”’ $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








FIRST CLASS jewelry jobber, stone set- 
ter and engraver, 25 years’ experience: 
best of references. Address ‘‘D., 6919,” 
care Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392. New York. 


WATCHMAKER, Bradley graduate and 
member of H.I.A., wishes position any- 
where in the West. Address W. E. Ny- 
gren, Port Orchard, Wash. 


FIRST CLASS WATCHMAKER wishes 
position in reliable store; can handle 
patrons. Address Earl G. Cleve, N. 
12th St., Quincy, II. 











ENGRAVER, all-around man, gold and 
silver, etc., wants position with good 
firm; steady work. William Wilder- 
muth, 832 Drexel Ave., Drexel Hill, Pa. 





ENGRAVER and jewelry repairer, crys- 
tal cutter, man 46 years of age, wishes 
position. Address Box 6, Elmhurst, 

, a 


WATCHMAKER, young man, experi- 
enced, single, desires position; prefer 
East; references. Address “F., 6896,” 
care Jewelers’ Circular-Keystone. 


CERTIFIED 








WATCHMAKER,  Swiss- 
American, expert workmanship; good 
appearance; sales ability; salary or 
percentage basis. Edward Hite, 3614 
Grand Ave., Astoria, New York. 








WATCHMAKER, technically trained, 11 
years’ experience, desires steady work 
where salary is from $40 to $50. <Ad- 
dress ‘‘A., 6891,’ care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, 10 years’ experience, 
will consider position where purchase 
of the business may be optional when 
owner cares to retire. Address “C., 
6892,” care Jewelers’ Circular-Keystone. 





KFITRST CLASS watchmaker and engraver 
desires to make change; am married; 
20 years at bench: A-1 references: 
South preferred. Address “Y., 6889,” 
care Jewelers’ Circular-Keystone. 





YOU’RE JUST IN TIME to acauire a 
valuable man who is fully equinped to 
operate a credit jewelry store. Address 
we 6909,’’ care Jewelers’ Circular-Key- 
stone, 





A STORE MANAGER of outstanding 
ability is availab'e at once to reputable 
credit jewelers located in a_ principal 
city. Address “S., 6908,’’ care Jewelers’ 
Circular-Keystone. 





WATCHMAKER AND ENGRAVER, de- 
sires position in the Northwest or Cali- 
fornia; 20 years’ experience; knows the 
jewelry business thoroughly. Hjalmar 
Leabo, Glacier Park, Mont. 

YOUNG LADY, full charge, bookkeeper, 
typist, mounting manufacturing experi- 
ence, capable of handling factory rec- 
ords. Address ‘‘H., 6921,”’ care Jewelers’ 
Circular-Keystone. 








JEWELER, first class on fancy gold 
rings, cast and findings, make models, 
wishes position reliable firm Southern 
or Western States. Address “J, 6924,’’ 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, with exceptional ability 
as jewelry engraver, seven years’ ex- 
perience trade work, also selling jewelry, 
stationery, advertising. Address “‘E., 
6920,’ care Jewelers’ Circular-Keystone. 


YOUNG LADY desires position in order 
and repair department; many years’ ex- 
perience with jobbing jewelry line. Ad- 
dress ‘‘M., 6534,’’ care Jewelers’ Circular- 
Keystone. 








ENGRAVER, first class general letterer, 
monograms and inscriptions on gold 
and silver; 30 years’ experience. Ad- 
dress “Expert, 6795,’ care Jewelers’ 
Circular-Keystone. 





ABLE SALES CLOSER and credit inter- 
viewer, desires association with fast 
growing chain; ideal man for one of 
your stores. Address “R., 69338,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, experienced office manager, 
bookkeeper, credit man and salesman, 
desires position with jewelry or watch 
concern. Address “L., 6929,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG LADY desires position entailing 
responsibilities; experienced  stenog- 
rapher and _ bookkeeper; thorough 
knowledge of watch trade. Address “C., 
6940,” care Jewelers’ Circular-Keystone. 





DIAMOND MAN;; very useful to a dia- 
mond importer or a diamond jewelry 
manufacturing company; excellent ref- 
erences. Joseph Hunt, 141 East 37th 
St., New York. 





SUPER-SALESMAN AVAILABLE for 
active jewelry store; this man knows 
merchandise and how to sell it; first 
class reference. Address “O., 6953,” 
care Jewelers’ Circular-Keystone. 





SALES INSURANCE is what I can offer 
the retail firm submitting the most at- 
tractive proposition replying to this ad- 
vertisement. Address “P., 6954,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, retail and pawnbroking, 
thoroughly experienced, competent ap- 
praiser and capable salesman; finest 
references. Address “J., 6990,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, CAPABLE, fast, young ; 
any kind of work; also estimating, light 
jewelry repairing; married, prefers 
steady location. Address “G., 6880,” 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, two years’ experience 
factory gold office, full charge order 
and repair department. Address “A., 
7006,” care Jewelers’ Circular-Key- 
stone. 











PERMANENT OR SEASONAL position 
wanted in the South, by a first class 
watchmaker and jeweler with 35 yearg’ 
experience ; best of references. Addeue 
“M., 6860," care Jewelers’ Circular- 
Keystone. 





SALESMAN, fine watches and jewelry 
excellent following, better retail trade 
New York City, East and Middle West 
desires progressive connection. Address 
“L., 6857,’ care Jewelers’ Circular- 
Keystone. 





JEWELER, GOOD REPAIRER, willing 
to do errands and make himself useful, 
can also sell, wishes steady position in 
jewelry store; New York or vicinity. 
Address “O., 6862,” care Jewelers’ Cir- 
cular-Keystone. - 





RETAIL SALESMAN, 15 years’ success- 
ful experience in jewelry, watches, dia- 
monds, silverware in high-grade stores, 
now employed, wishes relocate New 
York or Boston area. Address “B., 
6871,” care Jewelers’ Circular-Keystone. 





ENGRAVER, expert, of long experience 
in high-class stores, desires position, 
East or South; fine inscriptions, mono- 
grams and ornamental work; best ref- 
erence. Address ‘Philadelphia, 6870,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, expert on baguettes, 
clock and jewelry repairman, number 
of years’ experience, salesman, can 
take charge of repair department; best 
of references. Address “Z., 6890,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, nine years, experience 
with New York wholesaler and jobber, 
as assistant bookkeeper, invoice and 
order clerk, experienced office detail. 
Address “G., 6898,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, business college education, 
full charge bookkeeping, typist, varied 
experience including jewelry line; very 
capable, efficient; excellent references. 
Address “H., 6899,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, young, experienced, return- 
ing to Los Angeles September 15th, can 
represent concern with any line; best 


references. Write to Monroe Smallz- 
man, care of P. B. Levy, Inc., Cor. Hal- 
sey and Academy Sts., Newark, N. J. 





COMPETENT WATCHMAKER desires 
position with first class retail store; ex- 
ceptional qualifications and references: 
age 28; graduate Bowman Technical 
School. Address ‘‘W., 6911,’’ care Jewel- 
ers’ Circular-Keystone. 





YOUNG WOMAN BOOKKEEPER, typist, 
ten years’ varied experience with 
jewelry manufacturers and diamond 
concern; capable taking full charge; 
excellent references. Address “‘S., 6907,” 
eare Jewelers’ Circular-Keystone. 





STENOGRAPHER~—assistant bookkeeper; 
experienced wholesale jewelry, accurate 
at figures; many years’ experience com- 
mercial field; compose own letters; 
willing and efficient. Address ‘‘A., 6916,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, CLOCK REPAIRER, 
engraver, desires position in New York, 
Pennsylvania or Ohio; married; mid- 
dle aged; 15 years present position. 
Address “A., 6833,” care Jewelers’ 
Circular-Keystone. 





TRAVELING SALESMAN, with 12 years’ 
experience in Middle West, desires first 
class manufacturers or jobbers line; ex- 
cellent following among better jewelers; 
best of references. Address “J., 6901,” 
care Jewelers’ Circular-Keystone. 





CRACK SALESMAN seeks position in 
high class instalment jewelry store; 
please describe your proposition fully; 
replies held strictly confidential. Ad- 
dress “P., 6932,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG LADY, 12 years’ experience all 
branches, wholesale and retail watch 
and jewelry business, also done buying; 
very capable; wishes trustworthy posi- 
tion. Address “B., 6939,” care Jewelers’ 
Circular-Keystone. 
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HERE IT 


NC TnE? KOMFIT 


NO OTHER WATCH BAND LIKE IT! 
‘i ote S\ 











Fits 98 out of 100 wrists without any 
alteration. Just slide to fit any wrist. 





*“We have used a National Post- 
ing Machine in our credit office 
for more than seven years and 
would like you to know how 
satisfied we are with it,” writes 
Mr. Elder. 

“Our customers comment fre- 
quently—‘how pleased they are 
to have a printed duplicate of 
our records in their receipt book’ 
—and—‘how quickly a record 


of their payment is made.’ 





‘Aside from the convenience 
to customers, its accuracy and 
economy have more than saved 
the price of the machine. 

“The picture of the day’s 
business we obtain from the ma- 


chine daily, with its other advan- 


“oonal Cus 


says Mr. Tracy K. Elder, Credit Manager 
for the M M Jewelers, Spokane, Washington 






tages, makes us glad we have it.” 


Customer-confidence is, per- 
haps, the best salesman that the 
jewelry business can have. A 
National System will please your 
customers. Let our local repre- 


sentative show you how. 


DAYTON, 
Cash Registers ° Typewriting-Bookkeeping Machines . Bank-Bookkeeping Machines 
° Posting Machines ° Analysis Machines ° Postage Meter Machines e 


Check-Writing and Signing Machines ° 


Accounting Machine Desks . 


Correct Posture Chairs 
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--- SCALING NEW HEIGHTS OF POPULARITY EVERYWHERE 


Have you noticed how very many successful watches today 
are “wearing” Bradfield Bands! Check up and you'll be amazed. *BRADFIELD QUALITY 
Each month their universal popularity increases. And consequently 1/40 10-kt. Rolled Gold Platt 
we are speeding up their production to balance supply with demand. SOLD ONLY THROUGH 
Before buying any watch attachments, you owe it to yourself to com- LEADING WHOLESALERS 
pare “Bradfield—for smart style, individuality and genuine value... 








® TO JEWELERS PLANNING 
| MODERNIZATION 


€ SUEZCSI—THAT THE IDEAL JEWELRY 
STORE SHOULD EMBODY: 








ile Dramatic eye-compelling windows and store approach, 


JEWELRY STORES so designed as to radiate the maximum consumer-attrac- 
NOW UNDER tion, and make the passer-by stop—look—and enter 
CONSTRUCTION 


fT An interior layout, so strategically conceived as to 
by accomplish the utmost economy of store area, create 
A MERI C AN the impression of greater spaciousness, accommodate 


a greatly increased flow of traffic 
MEYER JEWELRY 





Detroit Michigan ® Selling, stock-carrying and display equipment, designed 

MACE JEWELRY CO. and built in accordance with the most advanced innova- 
Kansas City ens tions of modern efficiency—calculated to ease the sell- 
BUSCH KREDIT JEWELERS ing operation, make shopping comfortable, and facilitate 
Chicago Illinois 


more sales 


B. SPECTOR & BRO. CO. 
New H Connecticut 
ew Haven fT) Modern lighting, expertly engineered to afford the 


E _ utmost merchandise illumination and visibility, and 








eliminate glare ... 





The American Store Equipment & Construction Corp. is the logical organization—by reason of back- 
ground, size, scope, and financial ability—to do the ideal job of store planning, building and equip- 
ping; and assure the elimination of errors, delays, and loss of business through interruption, which are 
5 incidental to the average handling of a store building assignment. . . . Consultation will not obligate 
you in any way... . Write our New York office. 





AMERICAN STORE EQUIPMENT & CONSTRUCTION CORP. 
30 ROCKEFELLER PLAZA, NEW YORK 


DETROIT, MICHIGAN 


CHICAGO, ILLINOIS : Amies ‘ Pi a n ‘2 e o sane teach Sees doe 


36 Se. State Street 


; tg MEN TY 
mieican sv081 Pfourrmin? core 
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Announcing 


YOUR NEW BOOK OF STYLE LEADERS FOR MANY DAYS TO COME 


forty Pages 
Hundreds of Styles 


CHAINS, BRACELETS, WRIST WATCH ATTACH- 
MENTS, NECKLACES, ROSARIES, CUFF LINKS, 
KNIVES, COLLAR AND TIE HOLDER SETS, 


LEATHER BELTS AND BUCKLES. 





The styles of Simmons Quality Gold Filled Jewelry — along craftsmanship. Bracelets, rosaries, necklaces, knives, cuff links, 
with their indisputable quality — have set the pace for more crosses, leather belts, buckles, anklets, collar and tie holder 
than sixty years. And now, with the buying trend definitely back sets — all graced with the smartness of Simmons. 


to quality come your styles for days ahead. 
Elaborately printed and profusely illustrated, the new Simmons 


Catalog will certainly stimulate sales. Send for your copy. See 
the unusual attractions that the complete Simmons line has ‘to 
offer both you and your customers. 


For the new Simmons Catalog is ready for distribution. Forty 
pages, crammed with creations that are gold filled jewelry at 
their very best. Chains — Waldemar, Dickens, Vest and Vest- 
less — that uphold the traditions that keep Simmons at the top. 
Wrist Watch Attachments — both men’s and women’s — that Simmons merchandise is distributed through a selected list of wholesale 
carry out the pioneering spirit of Simmons to the peak of modern jewelers. 


R. F. SIMMONS CO. 


Attleboro 


MASSACHUSETTS 
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Call on us 
for the unusual 7” 


fine diamond mounted jewelry... 
newest designs . . . obtained by 
fortunate purchases... Now avail- 
able to responsible accounts on 
consignment ... To supply your 
requirements on special calls. 
oe e * 

Bracelets...Clips...Rings...Brooches 
...Watches...Charms...Necklaces 
... Tiaras... Precious Stones, Loose 
or Mounted... 


PHONE...WRITE... 
WIRE... 


—— REL 


RAYMOND ABRAHAMS 


551 FIFTH AVENUE 
PHONES: VANDERBILT 3-0457-8 NEW YORK CITY 
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UNUSUAL PORTFOLIO TELLING THE COMPLETE 
STORY IS BEING SENT YOU THIS MONTH 


LGIN has made interesting 

presentations to the jewelry 

trade before. Elgin has had impor- 
tant stories to tell. 

But there has never been a more 
important story in Elgin history 
.-. or one better told . . . than the 
full Lord Elgin-Lady Elgin account 
which will reach you this month in 
portfolio form. 

The new Lord and Lady Elgins 
are going to be announced to your 
customers with all the publicity 
and excitement that they deserve. 
They are going to have a unique 
magazine campaign all their own. 


families in the United States. In all, 
during the autumn, they will carry 
a total of37 million Elgin messages, 
promoting the sale of the new Lord 
Elgin and Lady Elgin timepieces. 

It all adds up to this: Read care- 
fully your portfolio when it arrives, 
so you will understand the selling 
plan behind these new and dis- 
tinguished timepieces. See the mag- 
azine campaign that has been pre- 
pared for you. Learn how you can 
make it work to your advantage. 
Read about the unusual window 
display ensemble that is offered. 

Then place your order for a gen- 


Starting October 15th, full-color pages in nine —_ erous stock of Lord and Lady Elgins. And be sure 
great publications will spread the news among your _ to tie in with the sweeping promotion that will be 
prospects. And this sort of selling will carry on right —_ put behind them. October 22nd is the official public 


through the fall. 


release date for the new Lord and Lady Elgins. Elgin 


These magazines reach more than 5 outofevery 10 National Watch Company, Elgin, Illinois. 





2901 naturale 2900 2803 e Lorp Excin 2923 natural e 2922 2817 e Lorp ELcin 2933 natural e 2932 
white. Lady ElginSemi- STREAMLINE 8/0 size, white. LadyElginSemi- STREAMLINE8/0size,21 _ white. Lady Elgin Semi- 
yee 19 jewels. 14K 21 jewels. 14K natural baguette, 19 jewels. 14K jewels. 14K natural gold _ baguette, 19 jewels. 14K 
gold filled. Silk cord,  solidgoldcase.Curveddial gold filled. Silk cord, filled case. Curved dial solid gold. Silk cord, 

ratchet center. $47.50 with raised figures. $85 ratchet center. $47.50 with raised figures. $50 solid gold fittings. $60 
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Manufacturers of GEMEX and PONTIAC Watch Attachments . 


Gb EMEX 
Cc Mackmunth 


featuring the new Double- 
AVaarel Safety Catch and the 


popular Ratchet Buckle 





fa Tl ON ALLEY 
AOVERTISE® 


IN 


COLLIER’S 
VOGUE 
Motion Picture 


Alert jewelers are invited to tie up 
with this important promotion. At- 
tractive displays, illustrated folders 


and other dealer helps available. 


HW’ rite for complete 
details TODAY 





bo 


COMPANY 


* NEWARK, NEW JERSEY 


Distributed through wholesalers 

















THE ITHACA, $2.95 
MODEL 3H-76 








Between the Ithaca and the Adams stretches the great new 1937 General 
Electric Clock line. Are you a Jeweler? We have models for you. A Depart- 
ment Store? A Utility Company? We have models particularly adapted 


to your needs in both style and price, no matter what your business. 


YOU—HAVE AN OPPORTUNITY 
WRITE OR CALL YOUR DISTRIBUTOR TODAY 


GENERAL ELECTRIC (eres 


MODEL 309 


\ , 7 
es elf Bi tarling ( Ed, 
( 
APPLIANCE AND MERCHANDISE 1b) ad ee ELECTRIC & LS BRIDGEPORT, CONN 
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THERE’S LITTLE DIFFERENCE IN THE SIZE OF 
THE WORLD’S 2 BIGGEST STEEL ARCH BRIDGES 











~ 
5H Pe! 
ee 

ee 

< E- 
Ps 


BAYONNE BRIDGE—KILL VAN KULL, NEW YORK 


CHANNEL SPAN —1,675 FT. 


cots 

















HARBOR BRIDGE—SYDNEY, AUSTRALIA 
CHANNEL SPAN— 1,650 FT. 


... but the world’s BIGGEST MAGAZINE: 


is double the size of the next biggest! 


T MAY be necessary to stock an occasional “‘shelf- 

warmer’ to satisfy the whim of some favored cus- 
tomer. But the items that move out in volume bring 
you the profits. That’s why it’s wise to stock products 
that are advertised in The American Weekly. For, 
with a weekly circulation that reaches 1/5 of all the 
families in the country, this publication provides twice 
the coverage of any other magazine in the world! 


Each week The American Weekly is read by 
6,000,000 families, comprising approximately 
24,000,000 people. And 87% of this vast circulation 
is concentrated in the rich buying areas where 68% of 
ALL the country’s families 
live and where 80% of 
ALL retail sales are made. 
In these areas are located 
all the cities of 10,000 or 
more population, in most 


of which The American 


THE 


Greatest 
Circulation 


in the World 









The 
AMERICAN 
WEEKLY 









—— 





Weekly is read regularly by from 1 out of every 5... 
to 1 or more of every 2 families. 


This is the tremendous sales-backing that builds 
bigger volume and profits for retailers who feature 
products that are advertised in The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the great Hearst 
Sunday newspapers. In 630 of America’s 995 towns 
and cities of 10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 1% cities, it reaches better than 
one out of every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 124 cities, 30 to 40% 

In another 164 cities, 20 to 30% 


. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 









**The National Magazine with Local Influence”’ 


6,000,000 
WEEKLY COMPETITOR , : : 
CIRCULATION CIRCULATION Main Office: 959 Eighth Avenue, New York City 
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THRU FALL AND XMAS 


IN THE FIVE FAWCETT 
SCREEN MAGAZINES 


IN COLOR ADVERTISE- 
MENTS LIKE THIS... 
DIRECTED AT A RECEPTIVE 
AUDIENCE OF © mitLion 
YOUNG WOMEN READERS! 


FAWCETT WOMEN’S GROUP 


FAWCETT PUBLICATIONS, INC. 
1501 Broadway, New York City 
360 N. Michigan Ave., Chicago, Ill. 
1014 Russ Bldg., San Francisco, Cal. 
536 S. Hill St., Los Angeles, Cal. 
Walton Building, Atlanta, Ga. 











NATIONAL ADVERTISING FOR 


. af ir Duette $150 f : y 
Princess Duette $100 Mayfair 














¢ ‘ choosing an 
& happiness everafter by Pine hha ALSO APPEARS IN THE 
Be assured @) Ea perfect diafons set as a DEC. llth ISSUE OF 
eauly gue 1s per@cnem, onc © 

American este + fon well GS PF mart new THE SATU. Y EVENING s 

inning — (OF OMe atistocieeen omen Ri PO 
beginning ag stoke and sa . £95 to $1000 DA 

-. of everlasting P Driced from > 
source Of ©N% tinum settings: rice eRYWHERE 





14k, 18k and pial 


-WELERS EV 
AT THE BETTER JEWELERS 












ROBBINS & CO 





YER 


NTERMEYER, ROBBINS & CO.., nc. 


WEST 52N°2 STREET - NEW YORK CITY 






CREATION by 
MORSE - ANDREWS 


This new Morse-Andrews set strikes a new 
modern style note in men’s jewelry. The 
smart round buckle, round cuff links and 
round placque on the tie chain appeal par- 
ticularly to those men who are constantly 
looking for something new. There are other 
Morse-Andrews men’s sets — expressing dis- 
tinction in design, quality and presentation. 


Ask your wholesaler to show you outstanding 


Morse-Andrews men’s jewelry. 


MORSE « ANDREWS COMPANY 


ATTLEBORO, MASS. 
F. Norman Ullrich Howard D. Seebeck Ira W. Smith 
9 Maiden Lane 10 South Wabash Ave. 315 West 5th St. 
New York City Chicago, Ill. Los Angeles, Cal. 
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| 
—TIMES THE WORLA- 


YOU CAN BE A PART OF THIS SUCCESS STORY 





The basic reasons for Tavannes’ success in adding 


so many new accounts this year are briefly presented: 


* Representative Jewelers are realizing the importance of supple- 
menting their lines with a watch of world-recognized quality that 
they can market at attractive resale prices in all the popular ranges. 


Tavannes fills these requirements completely. 


*% Tavannes Selective Distribution removes the retailer from unfair 
competition and price warfare. It enables the dealer to sell more 


Tavannes watches in his locality — and make a fu// profit on every sale. 


*® Tavannes inner dependability and outer beauty assure consumer 
satisfaction—forming the foundation for enduring prestige and 


a sounder watch business for every retailer carrying the line. 








DONOT BUY = Li Sal bs DO NOT BUY 
INFRINGED STRAPS CZGOH Manisa tts 


Pat. Nos. 1799868 2035671 2035672 TRA MARY esign Pat. 98189 10079 
Other Patents Pending 


Get aboard... 


All 


S) 
4 aA Colors 
oy 


om 4 


This strap is Combination: 
going places of 


Colors 


It will set a new Sales Record for you 





A. SAUER & COMPANY 


FACTORY & MAIN OFFICE 5™ & RACE STS. 


CINCINNATI, OHIO 
NEW YORK OFFICE e 724 FIFTH AVENUE, N. Y. 
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YOUR onnil e 


J'll come to work for you in natural colors and in 
‘a frame of gold. Place me at the head of your 
Children's Jewelry Department. There, | will 
greet everyone with a bright, sparkling appeal 
that will receive the attention and admiration 
of all. In working for you, | sponsor KIDDIE 
KRAFT Jewelry . . . the complete line of jewelry 
for little folks. Use me in your windows or on 
your counters and I'll make sales! 


KIDDIE KRAFT Jewelry is designed and made 
especially for children. It is quality jewelry ap- 
pealing to the parents . . . a complete line. . . 
made in the fine jewelry tradition and merchan- 


dised to sell. NATIONALLY ADVERTISED! 
KIDDIE KRAFT is easy to select . . . easy 


to display in self-selling display units .. . 
easy to sell. 


Establish a Kiddie Kraft Department NOW! 











Quality Jewelry or Little Folks 
NATIONALLY ADVERTISED 


4 Ste srae 


Sold Through The Wholesale Jeweler 
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What do | 
the products | 
of modern 
centralized ee : 
production 


east GWE? 


PRODUCTS 


-Rolled Sterling Silver... 
999 “PLUS" Fine Silver Anodes 
"Special Refined" Grain Silver 

. Gold and Silver Wire . 
Karat Golds and Gold Solders 

. Gold Bars—Silver Bars . 

. Platinum Metals. 

. "Handy" Silver Solders . 
And other Silver Brazing Alloys 


e 
REFINING SERVICE 


We refine all kinds of manufacturers’ 
scrap, sweeps and other waste containing 
precious metals; also old gold, silver and 
platinum received from retail jewelers. 


HANDY AND 











One specially designed furnace like the one pictured above can 
anneal thousands of ounces of silver or gold at low cost while a 
workman with a torch is annealing a few small sheets. 





The workman judging temperature by eye can easily burn his 
metal and leave it in poor condition for further work. Metal that has been 
under-annealed or over-annealed or unevenly annealed can cause just as 
much trouble as metal that is full of oxides from poor melting. 

The modern furnace has non-oxidizing gas in its chambers. Heat is held 
uniformly at the temperature determined by metallurgists to be best for any 
particular gold or silver composition — and the time of anneal is controlled 
to the minute. 

Most silversmiths and many manufacturing jewele rs now buy Handy & 
Harman sterling silver, karat golds and solders i in sheet and strip rolled to 
vauge, cut to size all ready to use. Others who still make their own are gradu- 
ally discovering the advantages already known to their competitors. 


Let us tell you what we can do for you. 


HARMAN 82 Fulton Street, New York 

















THE REPRESENTATIVES 


OF 












HEM? 


7 


STOCK CARRIED 
AT ALL OFFICES 





WILL BE PRESENT TO GREET YOU AT THE 
ELEVENTH ANNUAL CONVENTION OF 
NATIONAL CREDIT JEWELERS ASSOCIATION 
AT HOTEL SHERMAN, CHICAGO, ILLINOIS. 


September 19th to 22nd. Booth No. 152. 
DIRECT DISTRIBUTORS OF AMERICAN WATCHES SINCE 1875 
ELGIN -------WALTHAM------- HAMILTON 


(Zones 1-2-3-9-10-12-13-14) 


MANHEIMER WATCH CO. | LOUIS MANHEIMER & BROS., INC. 


” gp ty a —_ | 20 WEST 47TH ST., NEW YORK CITY 


220 West Fifth St., Los Angeles, Calif. 373 Washington St., Boston, Mass. 
Steel Bidg., Denver, Colo. 
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New Designs - New Models - New Od: 
to bring New Prospects into Your Store 


for the biggest RONSON 4eaion You ve ever had 


| RONSON Sales Escalator 


Going up! 














E-5050 Beauticase—Lighter 
D-5554 Rondette — Watch swings out—Cigarettes 
C-5577 Banker—Pocket Shaped Pocket Lighter pop up 
B-2144 Princess—Enameled a gpd _— large u. s. Pa 
A-2158 Princess—Pocket Pocket Lighter aw RE. 19023-1 
Lighter with Fancy Design K - 2446 Decanter — Sleek, 
J-5079 Twenty-Case—Light- slim Table and Desk CANADIAN Pal 
H - 5221 Ten-a-Case—Slim er - Cigarette Case Com- Lighter 288,146 -- 
G - 5362 Mastercase — An- Lighter-Cigarette Case bination. (Holds a full 
F-5144 Sportcase—Stream- other Lighter-Cigarette Combination pack) BRITISH Pat. 
lined Lighter — Cigarette Case Combination 291.695 - «4 
Case Combination N-15252 PenciLiter—Gen- 
M-5107 Masterpact— uine Ronson Lighter built 
L-5273 Tuxedo — Lighter- Lighter-Cigarette Case into a propel-repel pencil 


Cigarette Case Combina- Combination—with  built- 
tion in Vanity 





Above, a group of Pocket Models 
including one Table Lighter. 














there’s room for every RONSON 
jeoler on the speedy RONSON 
soles escalator which, this year, 


yill climb higher than ever before. 


To the scores of fast-selling 
RONSON favorites have been add- 
ed new designs, new models, new 
ideas, which with powerful RONSON 
ads, will draw a huge army of men 
and women smokers and gift-givers 


With manufacturing conditions as 
they are, you should protect your- 
self at once, against last-minute 
shortages by ordering your com- 
plete RONSON requirements from 


into the stores of progressive 
dealers* every week between now 
and Christmas. 


your Jobber NOW for shipments at 
specified dates. 




















All aboard! Step lively please! RONSON | 


R-16230 Touch-Tip Bar—Table 
Q-16255 Touch-Tip Dispenser— and Desk Lighter with in- 
Table Lighter with automatic genious cigarette compart- 


P-2110 Streamlined Touch-Tip- 
cigarette delivery ments 


O-2102 Touch-Tip — Table Table and Desk Lighter 
and Desk Lighter—Just 


Touch-Tip—and it's lit! V-16268 Touch-Tip and Cigar- 


ette Box Set — Streamlined 


S - 16267 Touch-Tip Junior 
Bar—Table and Desk 
Lighter 


‘See next page for definition 


T-16273 Roll-Top Touch-Tip Cigar- 
ette Cabinet—As the drawer is 
pulled open, the metal slatted 
top slides back mysteriously re- 
vealing fluted cigarette compart- 
ments 


U-16336 Touch-Tip and Watch 
Combination — Table Lighter 
with dependable built-in 
watch 


Touch-Tip and large capacity 
cigarette box in one unit 


All models illustrated on this page 
feature the tremendously popular 
Ronson Touch-Tip Table and Desk 
Lighter. One fueling lasts for months. 





of progressive RONSON dealer —ie 





How you can reach a new record high | 


via the RONSON Seales Escalator! 


The 
Backsliding Retailer Lazy Retailer who Progressive Retailer 


who walks DOWN an up STANDS STILL and leaves who gets places faster 
by moving UP while he is 






escalator. i it all to the escalator. 
being moved UP. a 


The stage is set for the biggest business in RONSON 
history. Just how much of an increase each dealer 
will enjoy’ in his RONSON volume will depend entirely 
upon how much he helps himself by using the many 
free RONSON sales aids. 


The ever-growing army of men and women smokers 
and gift-givers will purchase RONSON Lighters in 
increasing quantity between now and Christmas. After 
ordering your complete RONSON requirements from 





your Jobber, all you need do to get a big share 
of this increase is to identify yourself as a RONSON 
Dealer. 


These powerful sales aids are yours for the asking. Send for information giving Jobber’s name. 


FREE RONSON Window FREE RONSONFOLDERS FREE RONSON ADVER- FREE 32-page Color Gra- FREE 8-page Color 
and Counter DISPLAYS to & LEAFLETS for your mail- 
tell passers-by and customers _ings, to remind your customers 
you have the RONSONS~ and prospects you can 


TISING MAT Service for vure catalog of RONSON catalog of RONSON 
your newspaper ads and LIGHTER PRODUCTS to WARES* to guide you 
they‘re looking for. fill their RONSON needs. printed matter. guide you in ordering. ordering. 





See the complete 1937 RONSON lines thru your Authorized RONSON 
i Distributor or at the permanent RONSON Display Rooms listed. 
i Visit the 
TRADE MARK REGISTERED RONSON Gift 


O N S O ~ te 


NATIONAL 
ASS’N OF 

WORLD’S GREATEST LIGHTER 
ART METAL WORKS, Inc. ene tector, ARONSON SQ., NEWARK, N. J. 


CREDIT JEWELERS 
NEW YORK — 347 Fifth Ave. CHICAGO — 36S. State St. LOS ANGELES —728 S. Flower St. 





* Visit the 
RONSON Gift 
Exhibit. at the 

BOSTON 
GIFT SHOW 
Hotel Statler 
eS eee ee 
(Room 526) 


fone BAS ed 
Hotel Sherman, 


Sept. 19-22 
(Space Nos. 91 & 92 








t England:|IRONSON PRODUCTS, Ltd. Canada: DOMINION ART METAL WORKS, Ltd. Australia: W. G. WATSON & CO., lite 
London, W.C. 2 Toronto Sydney 








le you 














SALES PERSONALITY 
PLUS is what a new Pitt- 
co Front gives to a jewelry 
store. Here’s an example 
in Franklin, Ind. Which 
store would you expect to 














attract most business... 
the old or the new? Make 
a new Pittco Front a prof- 
itable salesman for you. 















AYBE your competitors don’t 

actually sign the check for 
your new Pittco Store Front. But 
they pay for it, all the same .. . 
because its modern, inviting appear- 
ance draws customers from their 
stores to yours. And the profits 
from this new business pay for your 
Pittco remodeling. Your competitors’ 
loss is your gain. 

Remodel your jewelry store with 
a Pittco Front...now. It will 
widen your trading area. Boost 


your volume. Increase your unit of 
sale. And build up your profits. 
When modernizing, consult an 
architect to assure a well-planned, 
economical job. Our staff of store 
front experts will, gladly cooperate 
with him in planning a Pittco Front 
to suit your needs. Meanwhile, send 
the coupon for our free book con- 
taining complete information about 
Pittco modernization, together with 
many before and after photographs 
of actual, successful installations. 


PITTCO 


TORE 


FRONTS 


_glass...metal... paint 


CARRARA STRUCTURAL GLASS * PITTCO STORE FRONT METAL:* PITTSBURGH PAINTS 


PrrTsBURGH MIRRORS 


PITTSBURGH POLISHED PLATE GLASS * TAPESTRY GLASS 


collins 
J EWELRY | 


Your competitors pay the bill 


FOR YOUR NEW 
PITTCO STORE 
FRONT 















Be sure to see the Pittco Store Front 
Caravan now ona nation-wide tour. 
Contact our local branch for specific 
information as to when it will visit 
your territory. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
then settle the balance out of income. 


poi PTS BURGH, 
PLATE GLASS COMPANY 


2277 Grant Bldg., Pittsburgh, Pa. 


Please send me, without obligation, your 
new book entitled ‘‘Producing Bigger Profits 
with Pittco Store Fronts.” 
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HIGHLIGHTS (4. 


BUGBEE & NILES LATEST CATALOGUE 


OF 
lif 
uUcatl Y 
WATCH ATTACHMENTS 


Originality 





The first original idea in watch attach- 
ments since the ratchet (See Page 5) 





(For Complete Description, See Page 18) 


BUGBEE & NILES CO. 


NORTH ATTLEBORO MASS. 
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PARKER will pass to you—their 
fine line, the only line of high-styled 
watches, modestly priced with a lib- 
eral profit markup. Parker offers 
territory protection of a type that 
will develop and maintain your cli- 
entele. * Parker will pass their story 
and yours— over the air with an 
intensely interesting program di- 
rected at the greatest watch buying 


group in America. * * 





PARKER WITCH sen 


Parker will pass all competition — 
with their great line, and all previ- 
ous advertising expenditures will be 
increased to promote sales of Parker 


watches. 





Ww 
au” 
BENNY FRIEDMAN 


“The Sunday Morning Quarterback’ 
every Sunday morning 


WOR —11:45 to 12:00 E. S.T. 
WGN—10:45 to 11:00 C.S.T. 








ao 
Dd 


580 Fifth Avenue, New York, N. Y. 
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RUSH ORDER 





J.C.K, 


FOR REMINGTON RAND CLOSE-SHAVERS 
General Shaver Corporation 
136 James Street, Bridgeport, Conn. 

Gentlemen: Please deliver at once, f. o. b. Bridgeport,. ‘ 
Remington Rand Close-Shavers at $10.00 (if we order less than 100) 
or $9.60 (if we order 100 or more). 

ETM Sais cia Ri bir gamete Sees WS ED I ee ee eas 
PUR = 65g in ia < cue idas user aba annie tae eae ees: 
TC a Te eR ee eet Confirmation No................. 


Terms 2% in 10 days, 30 days—net. 


See eee 














42 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 














~ 






Y 





7012, 


Aidt 


SALES POLIC 





4y the makers of the new 


REMINGTON RAND 


Close-Shaver 





“PF THE DEALER makes money, we'll 
make money”—that is the basic sales 
theme for the Remington Rand Close- 
Shaver. With this simple principle estab- 
lished, it logically follows that: 


1. THE PRODUCT MUST BE RIGHT. The 
public wants an electric shaver that shaves 
closely and quickly without weeks of ‘learning 
how.” That’s why two years of research and 
engineering development are back of the 
Remington Rand Close-Shaver. And before re- 
leasing the final product a test was made through 
« big department store in Denver, Colorado. 
The enthusiasm of the store’s customers for 
the new shaver proved that here at last was 
i successful dry shaver that would sell and 
stay sold! 


2. THE REMINGTON RAND CLOSE-SHAVER 
WILL BE SOLD THROUGH DEALERS. Close- 
Shavers will reach the public through normal 
retail outlets. Dealers buy directly from the 
factory—no jobbers. Until full dealer coverage 
has been secured, the public will be permitted 


to buy Close-Shavers direct from the factory 
at the full retail price. 


3. DEALER DISCOUNTS PERMIT A GOOD 
NET PROFIT. The retail price is being estab- 
lished at $16.00. The price to you is $10.00 in 
lots of less than 100—or $9.60 if you order 100 
or more. In addition you will get 2%-10 days 
on all orders. Remingion Rand Close-Shavers 
are shipped f. 0. b. Sr igeport, Connecticut. 


4. DEALERS GET POWERFUL ADVERTIS- 
ING SUPPORT. Every product bearing the 
name Remington Rand has been extensively 
advertised. The Close-Shaver will be no excep- 
tion to this rule. The details of a national 
advertising and publicity campaign will soon 
be announced. 


5. FIRST COME, FIRST SERVED! The 
Remington Rand Close-Shaver is a precision 
instrument—finer than any other dry shaver on 
the market. Precision manufacturing can’t be 
hurried. We will fill all orders on a “‘first come, 
first served”’ basis. We suggest you send your 
order now and avoid being “‘caught short” at 
Christmas time. 


GENERAL SHAVER CORPORATION 


136 James Street 


Bridgeport, Connecticut 


A division of Remington Rand Ine. 











THE JEWELERS’ ‘CIRCULAR-KEYSTONE 
for September, 1937 

















THERE’S 


ROMANCE 


BACK OF 


CARMEN BRACELETS 





ee 3 so r . ? 
Seneedibores tors 
SE RWA ALLY 0 9 4 SPF PY WAR 


A girl’s first important bracelet makes a lasting impression—especially 
if it was—and is—a “Carmen.” Many a mother, fondly remembering 
her Carmen of a few years ago, is giving her daughter the pleasure of 
wearing one of the modern new Carmens. These brilliantly beautiful 





bracelets, with their unique expanding construction, have a definite place 
in today’s widespread bracelet mode—and are filling it with distinction 
—and profit. Make a display of Carmens today—and see how 
“Romance” helps sell them. Your wholesaler is ready to fill your order. 


Carmen Bracelets are of Standard Briggs Qual- 
ity that has given satisfaction for over 35 years. 


THE De F* BRIGGS CO- 


CHICAGO SAN_ FRANCISCO NEW YORK V. H. DENNIS 
Frank Newburger George Fox ATTLEBORO, MASS. Victor King 77 York St., Toronto 
Heyworth Bidg. 150 Post St. 303 Fifth Ave. Canadian Representative 
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A most comprehensive stock of Diamond Jewelry 


avatlable on memorandum to any responsible jeweler. 


Forty-five years spent in the manufacture of exquisite 


jewelry is your assurance of customer satisfaction. 


In addition to the articles reproduced herewith our 
line includes extensive selections of diamond bracelets 
and interesting assortments of diamond set clips, 
brooches, wrist watches, wedding rings, dinner rings 


and semi-mounted rings. 


We are prepared to take care of usual and unusual 





requirements promptly and efficiently. 


A. JAFFE & SON, INC. 


Fstablished 1892 


608 Fifth Avenue + New York City 
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LAMPL ¢ 20 WEST 47th STREET « “crREATOR OF THE UNUSU 


LAMPL New York 
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‘AT YOUR SERVICE 














‘and DEPENDABLE -- 


| 
4 
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CURREN CHA 


ome 


‘be funda- 


mental of good re- 
fining service is the 
ability to retrieve 
every ounce of 
value from a ship- 
ment of precious 
metal scrap or 
waste. 


Pease and Curren 
take every pain to 
perform this exact- 
ing service to the 
satisfaction of a 
growing list of cus- 
tomers. Need we 
suggest that we be- 
lieve it will pay you 
to try Pease and 
Curren on your 
next shipment ? 





Specialists in the 
Refining of Precious 
Metals 


780 ALLENS AVE. 
PROVIDENCE, R. I. 
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TRADE MARK 
REGISTERED 


J. M. 


FISHER 


COMPANY 


COMPACTS Manufacturer to the Wholesaler for 
CROSSES Over Fifty Years 


ROSARIES ATTLEBORO (Est. 1879) MASS. 


SPORTS JEWELRY 


“THE FISHER LINE” 
J.M.F.CO 


CHARM BRACELETS 
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YOUR CUSTOMERS WILL BUY CZikave 


Retailing 


for 310 































fi 6a 4, 
YI there are 
HERE are general advantages which FROM YOUR POINT OF VIEW 

all good dry shavers have over blade see ehh 
cause it is a volume 

: ‘ : item (for both men and women 
ested in the very specific advantages which ¢ ) 
the Hanley Clipshave has to offer. Here has lots of talking points which are 
easy to demonstrate, and are there- 
boosters, so satisfied customers will keep on sending 
you their friends. Thousands of unsolicited testi- 
shaves along the leading edge, enabling you to 

see exactly what you’re doing and to get closer, FULL DEALER CO-OPERATION 
sons you can CLIPSHAVE your sideburns, mus- shave, Inc. Price maintenance, 
tache or beard with barber-like neatness. liberal discounts, generous advertis- 
and displays, are helping dealers 
everywhere to cash in on CLIPSHAVE. 


& 
WE is a “natural” be- 
shaving, but your customers are more inter- 
with a good margin of profit. It 
they are: fore sales-clinchers. CLIPSHAVE users are CLIPSHAVE 
1. Two-way visible shaving edge — CLIPSHAVE monial letters in our files prove this to be true. 
cleaner, professional shaves. For the same rea- vo is the established policy of Clip- 
ing allowance, free advertising mats 
Write your wholesaler today about full details. 














2. Powerful, silent triple-impulse motor—swift and 
vibrationless, CLIPSHAVE’S matchless motor is a 
triumph of precision manufacturing. It will last POWERFUL NATIONAL ADVERTISING 


for years. in such magazines as the 





3. V-shaped notches in the clipping head permit 
every type of hair to enter and be shaved off 
skin-close at amazing speed. Whether your hair 








is fine or coarse, long or short makes no differ- is making millions of people conscious of 
ence to CLIPSHAVE. P J 0 
4. Clog-proof construction—hairs are forced from UNG 
the mechanism and not into it. CLIPSHAVE is as the modern, easy way to shave 
self-cleaning, and needs no oiling. and is sending them into dealers’ stores to learn more 
about it. Be prepared to fill this consumer demand. 
5. Highest quality electric cord is permanently at- Write your wholesaler today or communicate with 


tached to lessen the danger of dropping the 
shaver, CLIPSHAVE, INC. 


PORT CHESTER, NEW YORK 



































6. Last but not least—the price—$10, and mate Listed in the U. S. by Underwriters Laboratories and approved 
son why anyone should pay more. Ten times for sale in Canada by the Hydro Electric Commission of Ontario 
: Price in Canada — $11.50 
the anneal could not buy a better shaver than Victor A. Smith, Ltd.— Lumsden Bldg., Toronto 
CLIPSHAVE. Pat. Nos. 2,077,367 & 2,078,896. Other Patents Pending 
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THE MAGAZINE FOR MEN 
goes to work 


for You 


O-B features its smart, modern “‘Seal-of-Approval” 
Rings in Esquire, the outstanding magazine for men, 
creating new sales opportunities for you. 


@ Each month 625,000 people pay 50¢ a copy for 
Esquire and 10.9 times that number read it. Also, 
Esquire possesses a vast supplementary audience of 
women whose interest in O-B Rings as gifts for men 
will be stirred by this advertising. 


e@ Esquire readers are alert, fashion-minded, modern 
and responsive. Think what this following will mean 
to you! 

@ Display Seal-of-Approval Rings prominently. Use 
the sales aids O-B offers you free. Write us or ask 
your wholesaler for complete information about 
folders and ring display. Make the most of what 
O-B, Esquire and your wholesaler can do for you. 


ORDER THESE 7REE SELLING AIDS 
THROUGH YOUR WHOLESALER TODAY 


ILLUMINATED DISPLAY Made of Seal of Upp eval 
wood and plastics. Finished in red, silver y 

and black. Rings mounted on champagne 

colored base. Furnished with assortment 

of six popular numbers in the line. 





ATTRACTIVE 6-PAGE FOLDERS “The Significance 


of Seal Rings or How to Please a Man.” Illustrated. 


OstTBy & BARTON COMPANY 
Main Office and Factories: 118 RICHMOND ST., PROVIDENCE, R. 1. 


NEW YORK CHICAGO CINCINNATI LOS ANGELES 
15-19 Maiden Lane 55 E. Washington St. 525 Walnut St. 315 West 5th St. 








HERE ARE 6 
FEATURED 
STYLES 


All 10-K Natural Gold 


4 X 8242 


Genuine Hematite 


4 X 8261 
Genuine Hematite 


4X 1646 
Genuine Hematite 
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NASSAU, Model No. 3F69. Modern design 
in brown walnut, Burma Padouk rolls. Numer- 
als outlined in black on white $6 95 
and cream-colored dial. Retail... . 





BUFFET, Mode! No. 2H07. New kitchen or 

bathroom model with plastic case in ivory, 

oo waite. po} res “7. 654” hight 
” wide, on ” deep. To 

retail at only..... . Fes RPE ENT: . eer $3 -50 








Gin, 4 
KITCHENGUIDE, Model No. 2F03. Wall model 
for kitchen or bathroom. In green, antique 
ivory, white, black or red colors. $4 95 
ee . 


STATESMAN, Model No. 4H8I. Fine case of 
white Pedrara Onyx. Gold-colored metal bezel. 
Ideal for desks, tables, book- $12 50 
cases. 6 1/2” high. Retail price.. . 





SPARKLER, Model No. 7F7I-L. New luminous 
alarm with radium-treated numerals and hands. 
Black molded case, 7F7|-LBk, to $5 95 
PN Tisai acy ccs sbobnsessenen090 . 
Molded ivory case, No. 7F7I-LI, $6.50. 
Gendarme, 7F7|-Bk, same design without 
luminous dial, in black, $4.95. 7F7I-l, ivory 
molded case, $5.50. 


NOT 


® your Telechron 
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OLYMPIC, Model No. 4B79. Modern wood case 
with Burma Padouk center, top and front. 
Brown walnut ends. 41/2” dial. 67%,” $9 95 
high. 11 5/16” wide To retail at.. » 





on. _— No. _. Quartered-grain 
‘adouk front; brown mahogany 
eR, “S0Uk” NOs 2 502005680008 $12.50 
Picardy, Model No. 6B05. Same design but 
with strike, to retail at $17.50. 


DOMINO, Model 3H73. A low-priced popular 
clock. Molded plastic case in black or brown. 
oe and cream-colored dial. $2 95 
4'/." high. To retail at only........ . 


ey 









CORONADO, Model No. 3F7I1. Brown mahog- 
any with Prima Vera wood side flutings. White 
and cream-colored dial with nu- 6 75 
merals outlined in black. Retails at $ . 


SEVILLE, Model No. 6B03. New strike clock, 
which strikes the hour and half-hour on a 
spiral silvertoned rod. Ripple-grained walnut 
case with white holly inlay and dark walnut 


base, top, and back. 5!/.” metal 

dial.’ 111s” wide. To retail at... 922090 
Congress, Model No. 5B55. Same design but 
without strike, $12.50, 





















Bee " OO ia 
LIDO, Model No. 4F75. Charming glass clock 
in either blue or black Carrara mirror-finished 
case. Simulated Cloisonne-finished $6 95 
dials. Retail price only............ * 





DEAUVILLE, Model No. 4H77. A choice clock 
with either blue or black Carrara mirror- 
finished glass case. Light blue dial with blue 


case, black with black case. 7” 
high. Retall price....c.--.....0... D099 








GLOBETROTTER, Model No. 8F03. The perfect 
clock for the radio fan. Can be set to show 
comparative local time the world $7 50 
over! Walnut case, 63%” high. At . 


POL y, 








NOCTURNE, Model No. 7F75-L. An attractive 
luminous alarm. Satin-gold colored metal dial 
with 41/2” diameter numeral band. 

61/4,” high. To retail at............. $8 . 95 


Kg 






SEXTON, Model No. 7H79-L. An outstanding 
alarm clock: value. Molded plastic case in 
black or mottled brown. Luminous 4 95 
numerals and hands. Retail price. . $ . 


Butler, No. 7H79. Same case without luminous 
dial, $3.95 


e Shown above are only a few of the current Telechron models. See 
distributor now for details on the complete line. 
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BETTER DEALER CO-OPERATION 





e Here's the live news of the fall! A brilliant array of striking new designs by Telechron— models for every place 
and purpose — built to attract attention and to sell! This new Telechron line tops them all! Designed by foremost 
designers, they're priced to turn over fast. © And with this new line comes every possible co-operation. Every help 
you need to sell clocks and make money. Remember that Telechron dealer margins are always liberal. And that 
every clock is backed by the famous Telechron trade-mark and guarantee. Telechron is the most experienced producer 
and merchandiser of self-starting electric clocks in the country. © Get into the swing with Telechron this fall! You'll 
be carried right along to profit! 


NATIONAL ADVERTISING 


e This year, Telechron advertising in national publica- 
tions is more effective than ever. A series of advertise- 
ments in The Saturday Evening Post, Good Housekeeping, 
Lite and House & Garden, reaching a climax with a 
powerful 4-color page in The Saturday Evening Post. 
More than eighteen million selling impacts this fall alone 
—every one of them sending people into your store! 





AND MORE SALES HELPS! © No angle of selling has been overlooked! New display 
material, circulars, catalogs, booklets — nothing has been omitted that will speed up sales. All this material is colorful, 
attractive, arresting. © Get in touch with the authorized Telechron distributor now! He'll give you all the important 
details. And be certain you're on the mailing list for the "Telechronicle"’— that bright little magazine that is full 
of proved merchandising ideas. 







ASK FOR THESE 
POCKET CATALOGS 
AND BOOKLETS 















WARREN TELECHRON COMPANY, 39 MAIN ST., ASHLAND, MASSACHUSETTS 





y SEND THIS COUPON TO YOUR DISTRIBUTOR 

















vaakeeuonaee ee lf I 
i i t~«C WS IIE i oo cs ccs canee ONCE SIED 6 occ ccccccngecvcdéucte¥enene 
(Name of your Telechron distributor) PN ReNNNNENRE: = eRUIRMRIN sot 
GENTLEMEN: Please enter our order for the following clocks. Also free 9 ---+++++++++- Bo daccaucssadescuncns RUINS cccciccecccccnccdsadancécces 
advertising material, and send me the ‘"Telechronicle’’ regularly: «seve veer eee EEE ee, RP rorcerercrrrrr Trier 
cecaewascaaal OEY vn occ ocho ccccccecatnaees ccccecexccepunanctuqcagedes 
dahineeee ces SININEEE xc cc cescins sos cu cc Mn rea iecdrsungetetanutaves wens ob0sceccc cece iccccedsccncccensesc cits: esscceUumnawesereneeas 
etindienot ue’ OE eee t—( ttt ee a eS (O=§ , HREEKAeEr ener: 
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Lockets in ovals, 
hearts and rounds in 
several sizes. 


Crosses in several 
sizes. 


Boston Link, Walde- 
mar and Vest chains 
in 10 sizes — Also a 
large line of tancy 
Waldemars. 


Tubing bracelets in 
several widths and 
numerous designs. 


























The new Fall 1937 Bates and 
Bacon lines have attracted the 
attention of key wholesalers 
throughout the country. Generous 
orders attest their enthusiasm for 
these new items of outstanding 
merit. 


Bates and Bacon quality has been 
an industry standard for over 60 
years—helping the good name of 
many a jeweler. 


All Bates and Bacon jewelry is 
quality jewelry and is_ trade- 
marked for your protection. 








BATES ~/ BACON 


ATTLEBORO, MASS. 











NEW YORK SAN FRANCISCO 











CHICAGO V. H. DENNIS hs n 
Frank Newburger Vietor King George Fox 77 York St.. Toronto eh tte 
Heyworth Bidg. 303 Fifth Ave. 150 Post St. Canadian Representative 
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Si Bio ; 
Change Crystal 
Yourselt to Match 


_ Your Garment 


PAT. PENDING IN U. S. A. AND PRINCIPAL FOREIGN COUNTRIES 


J. LIPSCHUIZG 


WATCHES 
48 West 48th Street New York, N. Y. 


TWELVE ASSORTED INTERCHANGEABLE COLORED CRYSTALS 
Crystals Polished by RUGER 


Also Lipstick - Lighter - Pencil - Bill Clip - Sport - Clip and other Novelty Watches 


/ 
is ‘ COMPLETE STOCK OF FINE PERY MOVEMENTS ot, : ‘ 
Pacific Coast Representative PERY WATCH CO. 


H. A. WOOD Write for Folders and Price List Bienne 
649 So. Olive Street Switzerland 
Los Angeles, Cal. * 








To help you sell 
CORONA.... 






This demonstration (8 pages, spiral- 
bound, 11 x 14) will teach any of your clerks the features that 
sell Corona Portables—features that have already made Corona 
the “buy of the year” among school children and their parents. 

If you have not yet received your copy, send for one—gratis. 
And if you have received it . . . USE it. It’s a money-maker! 


L C SMITH & CORONA TYPEWRITERS INC . . . SYRACUSE NEW YORK 














of 


HAYWARD 
QUALITY 


STANDARD 
for 
86 YEARS 


Ps 
Af 


eR 
- ee ee 
“eee ee ee 





Hayward presents an outstanding line of quality lockets— featuring twelve 
new shapes and a wide variety of patterns that are meeting with enthusiastic 
approval wherever they have been shown. When your wholesaler shows you 
these new lockets and other jewelry items of Hayward manufacture, you will 
observe the fine jewelry craftsmanship and excellent finish—and will realize 
that “Hayward Quality” is the result of many years’ experience in the pro- 
duction of jewelry that has given universal satisfaction. Your wholesaler will 
also show you Hayward Crosses—Bracelets—Men’s Jewelry—each an outstand- 
ing item of exceptional merit. Lockets illustrated retail for $7.50 and $8.00— 
the set for $15.00. 


WALTER E‘HAYWARD CO. 


ATTLEBORO 
MASS. 
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E JEWELERS 
EVERYWHERE 
ie 


. —— 


Popular demand for natural yellow gold 
has proven the greatest stimulus the jew- 
elry business has had for a decade. 


Leading manufacturers have developed 
many appealing new ideas in every 
jewelry classification, which cannot fail 
to arouse your interest. Fabricated from 
Makepeace gold filled and rolled gold 
plate, this jewelry is true to its quality 
mark and will dive lasting satisfaction. 


} 


D.-E-MAKEPEACE COMPANY .. 


ATTLEBORO, MASS. 


* 
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om the designer's table to the finished ring, the Granat 
retail Tested idea is to predetermine saleability be- 
ore wholesale distribution. That is why your customer 


‘ LJ U ad 
avariably chooses a“Granat ring, because it’s. . 


/ ae x 









(ORL ETARL LOLOL 





KG ole (ol aie) Mm gol bs Moi bl-) (0) eel) Mol slo)loi-Me) Mem Op conslos! 
ring is America’s largest manufacturing 
retail jewelry organization; the originators 


4 nat of the Retail Tested idea in merchandising 


fine rings. Five thousand retail jewelers have 





endorsed the Granat policy of predetermin- 





shake M-vod-vodo)lbba'geel-) io) cM vaste) (-t-104(-Meti-jsetolpbeteyel 
90*POST STREET . SAN FRANGiSCO through their method of Retail Testing. 


he newest Granat creations are now being introduced to the trade by Granat's own representatives and the following distributors: 


WING BROS., INC., ATLANTA, GA. e C. A. KIGER CO.. KANSAS CITY, MO. e MAYER BROS., SEATTLE, WASH 
TALL BROS. CO., PITTSBURGH, PA. @e A. I. HALL & SON. SAN FRANCISCO, AND LOS ANGELES, CALIF 


& 





SMART is the word for these chain 
creations by Hamilton. They include 
the vitally new with smart adaptations 
of old and favored designs. All are 
available in vest, coat and key chains, 
All are top quality gold-filled and mod- 


erately priced. Remember—ask for 





Hamilton chains at leading jewelers 

everywhere. If jeweler cannot sup- 
—— e 
—— ply you, consult us. (Dealers write 


ne direct. ) 
As Featured in... 


ESQUIRE 


4 TE 
i SD 


ld 


* 
Hamilton * BUT ACCESSORIES BY 


ee oe 


Providence, 





Ss ‘ (Sa = BELT BUCKLES 

A n n @] U n ¢ e m e n t 2. # @ FZ Z i { to insure holding 
“a a 5 \ Nia power and dig- 

y Th | Wt ity + id- 

We have concluded arrange- COLLAR CLIPS to hold \\ rif. Working parts 

’ ape: collar tabs in place with ai | MVE — of buckles by Stet- 

ments for exclusive distribu- a arip like a Scotchman MNT) Me son clamp your 

, , , holding onto a sixpence. rtetasss belt firmly when 

tion direct to the jewelry you want it clamped and let 


* it go wh the word. 
trade for these two nation- LE a go when you say the wo 
Ly \" 
ally advertised products. LF Z i 


{I 
CRAVAT CH AIN to KEY CHAINS with strong 


for the line to be shown to XQ help your tie keep but slender links supple 
A __ itself to itself asa snske’s wiggle. 


Write us for a selection—or 


you by one of our seven rep- 








resentatives who are now on 





the road. 


We 
SPEAR Stetson furnishes the smart touches 


which highlight the well dressed man's 
and attire — gentlemen's jewelry in fine 


gold plate, initialed or plain as you 


$ prefer but always correct. Look for it 
at jewelers and men's shops every- 
where. Dealers write for information. 


PRODUCTS CORPORATION 
7 EDDY ST. 


158 Pine St. Providence, R. I. 
PROVIDENCE, R. I. 
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Biuesirp Pearts, INcorporaten, called in 
Arrow to develop a complete range of satin 
lined boxes required for the new Bivuesirp 
Pearu line. . . . Fourteen distinctive ideas 
were created by the Arrow designing staff. 
They include boxes made of wood and card- 
board, with coverings in velvet, leather, arti- 
ficial leather, celanese, moire and paper, as 
well as lacquer finishes. . . . The result is one 
of the most attractive presentations of pearls 


and pearl boxes ever offered to the jewelry 


MANUFAC T Walaa G 


7 


FIFTEENTH AND HUDSON STREETS, HOBOKEN, NE 


“ 
©i-10) 40) = 


Western Representative 


Boergerhoff. 29 East 


8 


vv 


BLUEBIRD PEARLS for happiness 
in BOXES 
made by ARR yw 





trade. ... Only with Arrow’s extensive manu- 
facturing facilities was so varied a line of 
boxes made possible. .. . ARRow is proud of 
the privilege of having been selected for this. 
important assignment and happily welcomes 
Biuesirp Pearts, INcorPorATED as another 
member of a distinctive clientele that looks to 
Arrow for its box requirements. .. . ArRRow’s 
facilities are available to other representative 
jewelry organizations who require individual 


creative work of this type. 


A R RO W 


CeMPrAN Y,.°' 1 =. 


JERSEY e Télephor je @)} ore) 4-30 172 or RE 


NA 4 
wads 


otreet nicag ° 
















\ i 
i 
| 

} 


Eaguing features New Side W rist W atch 


i 


sail 


qd: Hiconed eal Mlanufactured 
by 


JAMES SCHULZ 


s 


Ade Ae wrist, Easy, ONE OEHity 
A smart, practical new watch for discriminating 
men 14 Kt, gold case—17 or 18 jewel Schulz 


movement. 


Bear the Official Seal of 


Geneva as indicated on the 
movement above, which JAMES SCHULZ 
Seal assures the quality of 
fine workmanship ‘demanded 


by Swiss Law. 15 West 47th Street New York 


Pacific Coast Representative: Fred Palm, Los Angeles 
Factory: Geneva, Switzerland 
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HOLLYWOOD PRESENTS” <a 
4 J Vow necutel Sensation hh ye : | 





AN EXCLUSIVE 
OFFERING BY 


MOVIE STAR 
CHARMS Inc. 


74 West 46th Street 
New York City 


Exclusive releases for charm 
pictures of the stars have been 
granted to MovieStar Charms, 
Inc. by the major producing 
companies, who will advise 
exhibitors to cooperate with 








you. 


EVERY ?ICTURE q ; 
OPENING IS A a | 
MERCHANDIS- om 

ING BAND 
WAGON FOR 
YOUR STORE! 


Get into the spotlight 
by tying in with the 
biggest attraction 
events of the coming 
show season. Be the 
first to present this 
captivating charm in 
your city. 





iepivamaglik: taeneocioeteediet tt 





Re Pe tee 


LEELA aS aS RS Se 








oS i arenes ee 


Send your 

order today. @ Lucille Ball, fea- 

' tured in “Stage 

;. Door," RKO-Radio | 

.? picture starring 
? Katharine Hepburn, 

Hand colored miniatures of} "m) , : Ginger Rogers and 


leading stars and featured oa iin | Adolphe Menjou 






players ... mounted under two le with Gail Patrick. 
; , as 

magnifying lenses, back-to- \ Pastentie Bite ail 

back, and framed in gold or NS iy above are available | 


gold filled. Retailing at five to you for store’ 


display and news- 
dollars and one dollar. pre a advertising. 














S55 / BUILT 
















SKELETON. 6/0s—17 Jewel QUICK-READING FEATURES OF 
Waltham-Premier movement TH E N EW WALTHAM -PRE MIER 


in Schwab & Wuischpard-Skel. 

14K gold-filled case. 14K gold- 1 21 smart, modern styles for men and women in 17, 21 and 
filled dial. Hands 14K solid 23 jeweled movements. 

gold. $70.00 Factory-built, factory-cased and factory-priced. For 


Jewelers only. 

14K gold and 14K gold-filled cases only. 

14K gold-filled dials. Something entirely new. 

14K solid gold hands. 

14K gold-filled attachments. 

Finest silk cords. 

Finest quality Pigskin and Sun Tan straps. 

Attractive display boxes. 

10 Nationally advertised in leading magazines. Color pages. 


CATALOGUES ON REQUEST 
WALTHAM WATCH COMPANY, Waltham, Mass. 


X RAY. 6/0s—21 Jewel 
Waltham-Premier movement 
in Schwab & Wuischpard-Skel. 
14K solid gold case. 14K gold- 
filled dial. Hands 14K solid 
gold. $175.00 


OONOUAW WN 


CHAIRMAN. Colonial Riv. — 21 
Jewel Waltham-Premier movement 
in Wadsworth 14K gold-filled case. 
14K gold-filled dial. Hands 14K 
solid gold. $60.00 





ESCORT. 6/0s—1I7 Jewel Waltham-Premier movement in 
Wadsworth-Square 14K gold-filled case. 14K gold-filled 
dial and attachments. Hands 14K solid gold. Best quality 
Sun Tan Pigskin strap. $47.50 
COLONIAL. 10s Col. A.—23 Jewel 
Waltham-Premier movement ad- 
justed to temperature- and five 
positions in Perry Marks 14K solid 
gold case. 14K gold-filled dial. 
Hands 14K solid gold. $225.00 





PEACOCK. 61!4L—17 Jewel Waltham-Premier movement 
in Star-Rectangular 14K gold-filled case. 14K gold-filled 
dial and attachments. Hanas 14K solid gold. Finest silk 
cords. $47.50 





BONUS. 6/0s—2I Jewel Waltham-Premier movement in PADDOCK. 71/4L—21 Jewel Waltham-Premier movement 


Schwab & Wuischpard-Round 14K solid gold case. 14K in Keystone-Rectangular 14K solid gold case. 14K gold- 
gold-filled dial and attachments. Hands 14K solid gold. filled dial and attachments. Hands 14K solid gold. Best 


Best quality Sun Tan Pigskin strap. $75.00 quality Sun Tan Pigskin strap. $75.00 





WHISPER. 41/L—17 Jewel Waltham-Premier movement ENCORE. 61!/L—17 Jewel Waltham-Premier movement in 





in Wadsworth Rectangular 14K gold-filled case. 14K gold- Keystone-Round 14K gold-filled case. 14K gold-filled dial 
filled dial and attachments. Hands 14K solid gold. Finest and attachments. Hands 14K solid gold. Finest silk cords. 
silk cords. $50.00 $45.00 
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.--CASED...PRICED 


THAM...ror you 


TRAVELER. 6/0s — 21 Jewel Waltham-Premier movement 
in Keystone-Bassine 14K gold-filled case. 14K gold-filled 
dial and attachments. Hands 14K solid gold. Best quality 
Sun Tan Pigskin strap. $50.00 


REWARD. 6%L 17 Jewel Waltham-Premier movement in 
Wadsworth-Tonneau 14K solid gold case. 14K gold-filled 
dial and attachments. Best quality Sun Tan Pigskin strap 

‘yAemele) 


PATRIOT. 741 17 Jewel Waltham-Premier movement 
in Keystone-Rectangular 14K gold-filled case. 14K gold-filled 
dia! and attachments. Hands 14K solid gold. Best quality 
Sun Tan Pigskin strap $45.00 


FLAIR. 4'42L—-17 Jewel Waltham-Premier movement in 
Star-Rectangular 14K gold-filled case. 14K gold-filled dial 
and attachments. Hands 14K solid gold. Finest silk cords. 


$50.00 
ra if y da, 
5; a — ~ . 


OPERA. 4L — 17 Jewel Waltham-Premier movement in Key 
stone-Round 14K solid gold case. 14K gold-filled dial and 
attachments. Hands 14K solid gold. Finest silk cords. 


$60.00 


MINUET. 4L—17 Jewel Waltham-Premier movement in 
Star-Rectangular 14K gold-filled case. 14K gold-filled dial 
and attachments. Hands 14K solid gold. Finest silk cords. 

$55.00 
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SWAGGER. 741 17 Jewel Waltham-Premier movement 
in Wadsworth-Rectangular 14K gold-filled case. 14K gold 
filied dial and attachments. Hands 14K solid gold. Best 
quality Sun Tan Pigskin strap. $45.00 


Ad Saal al 
PACER 7 Vb Jewel Waltham-Premier movement 
Schwab & Wuischpard-Rectangular 14K gold-filled case 
14K gold-filled dial and attachments. Hands 14K solid gold 
Best quality Sun Tan Pigskin strap $52.50 


CADET. 7 “lL 21 Jewel Waltham-Premier mo 
Wadsworth-Rectangular 14K solid gold case. 14K 
dial and attachments. Hands | 


Sun Tan Pigskin strap 


FINESSE 6 el 17 Jewel Waltham-Premier movement « 
Keystone-Oval 14K solid gold case. 14K gold-filled dial and 
attachments. Hands 14K solid gold. Finest silk cords 


$50.00 
“4S 
_ |i) 4 


GINGER. 41 17 Jewel Waltham-Premier movement in 
Wadsworth-Square 14K gold-filled case. 14K gold-filled dia 
and attachments. Hands 14K solid gold. Finest silk cords. 

$57.50 


SONNET. 6/%L 17 Jewel Waltham-Premier movement in 
Wadsworth-Barrell 14K gold-filled case. 14K gold-filled dial 
late Moliteldalul ules Hands 14K solid gold 
Finest silk cords. $47.50 




















#9093 


or bezel wood case in Walnut and 
ahogany “— Gilt dial and black 
numerals. In M nae case with black dial 


and white heathen 


rng Depth—214” Misight 6), 
List I $10 


765 sf 


7 ¥ 
~ SHLIPPBNANNNRSN NVQ 





#9050 
Cut-Corner wall model; chromium finish trim. 
> wide; 754” high; 2" deep. 


— Green; 1 — ATI? ghee — Blue; 
— Black; Bou — _— 055 — Yellow 





#9086 
Case in mahogan or walnut 
veneer, with black La silvered dial; 


| plated bezel; black hands and figures; 
gold plated rod extending back in 
semi-circle. 


6%" wide; 534” high; 344” aed -$10.00 








Furnished with mahogany or walnut 
case; semi-circular c i 
lated base; silver finished dial track and 
ands; black figu 


6%" wide; 5%” high; 354’’ deep. .$10.00 


veneer 


ELECTRIC CLOCKS 


ten ed 








#9071 


Small round top model; mahogany finish 
case with maple overlay and holly inlay. 


#9087 


ALP. tke 











WILLARD 
BANJO 
CLOCKS 


#1525 


Bridal model; mahogany case; 23K gold 
leaf front, and cone; hand painted 
glasses, weight-driven pendulum move- 
ment. 

42” high; 1044” wide; 4’’ deep. $125.00 


Glass illustrated Waltham design. 





#9080 
Round wall model — 5’’ dial with black figures and 
hands; moulded ring in color; chromium finished bezel. 
Overall diameter 714’; 2 ’’ deep. 
#9080 — Green #9081 — Ivory 
#9084 — Dubonnet #9085 — 


#9083 — Black 
Yellow 





#9072 
Clockometer. Cylindrical Mahogany case, hand 
rubbed. 
Width—11%”’ Depth—4”’ Height—44” 
NGS 565.80 ci oaroree ews sennsaste ooe $10.00 . 
#1500 


Mahogany case; choice of hand painted glasses; weight- 
driven pendulum movement. 

42” high; 1034” wide; 4’ deep........cccccscssece $75.00 
Glass illustrated Mount Vernon and Washington. 
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WALTHAM 


EIGHT DAY JEWELED 


CLOCKS 





5’’ square glass model; 9 jewel backwind 
movement; frame and base of gold plated 
metal with polish finish; dial is perforated 
metal; Sik bane Glass furnished in 
_ blue, dark blue, green, peach, or 
clear. 


634” wide; 534’’ high; 24”’ deep. .$25.00 


Rectangular swivel chromium or gold 
plated case; 9 jewel backwind movement; 
embossed figure dial; black hands. 


9’ wide; 4’’ high; 254”’ deep...... $22.50 


5’’ round swivel glass model; 9 jewel back- 
wind movement; all metal parts gold 
lated with satin finish; perforated dial; 
lack hands. Available with light blue, 
dark blue, green, or smoke colored glass. 


8’’ wide; 534’ high; 214”’ deep. . . .$25.00 





Rectangular gam: model; gilt frame; com 

bination glass and gilt base; 9 jewel ‘pack- 
wind movement; 2 tone dial; ck hands; 
choice of light blue. dark’ blue, green, 





#8088 


Combination metal and colored glass base, with 





matching glass side-posts; satin finished gold plated 
metal parts; silver lacquered dial; black hands; — 
backwind movement. Choice of dark blue, 

smoke glass. 


1134” wide; 6” high; 234”’ deep. ............ $25.00 


#8092 


Mirror glass model; frame is colored glass of light 
blue, dark blue, peach, or green; rod at bottom is clear 
lass; gold plated base; 9 jewel backwind movement; 


peach or clear g' 
74” wide; 54"" high; 214” deep. . $30.00 


93%"’ wide; 7’ high; 3’’ deep. .........2+00-> $30.00 





#8094 
Twin- ae 9J and 15J movement. Chrome 
and G 
wah 4" weseedil rvyil Height—4”’ 
List Pri .$30.00—9J 


32.50—15J 


lack hands. 





#8093 
Square bezel, 8-day glass clock, metal 
rts gilded, dial silver white with black 
gures. 


Width—7\%"" Depth—1”’ Height—5” 
List Price $25.00 


TRAVELING AND BOUDOIR CLOCKS 


#8001 


Square genuine leather case natural grain; round 
ndant movement. Cases available i in 
laced hornback, tooled pigskin, pin- 
seal, and light blue, dark blue, brown, dark green, 


dial; 9 jewel pe 
brown ostrich, 


jade, rose tooled ecrase. 


414"’ deep. 


#8001 Radium figures and hands; 9 jewel 


movement . 


#8002 Radium figures: aa 1 hands; 15 jewel 


movement. 
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4%" wide; 4’’ high; 


#8003 Gilt raised figures and hands; radium 


dots; 9 jewel movement. 


#8004 Gilt raised figures and hanin ‘calles 
dots; 15 jewel movement..... 


67 


woades 25.00 


#8085 
Oblong, double-face clear glass model; all 
metal parts gold plated; a and sets at 
top; regulator at bottom; wel move- 
ment; 2 tone dial; black Nad 


74” wide; 534’ high; 274”’ deep. .$40.00 





Double-face stirrup clock; regulation stirrup in silver 

steel set on black onyx base, or gilt stirrup on mottled 

owe onyx base; 9 jewel movement; 2 tone dial; black 
an 


6%" wide; 734” high; 14” deep............ $40.00 





22.50 


{ 
i 
| 
. 
| 
i 
. 











WELCOME 


TO THE MOST INTERESTING HOTEL IN AMERICA 
CONVENTION HEADQUARTERS 


September 19, 90, 91 & 99-1937 


NATIONALASSOCIATION | 
OF CREDIT JEWELERS 











i 






| 1700 ROOMS 1700 BATHS 





Vidi? 





BE SURE S&* TO 


| The Internationally Famous 


COLLEGE INN 


Sophisticates from every corner of the world are conspicuous "among | 
those present" nightly in this nightclub-restaurant, which has consistent- 
ly maintained its reputation as Chicago's greatest attraction. There is | 
always a nationally known orchestra and an outstanding floor show at | 
the College Inn... And the superlative food and fine liquors invariably | 
— make it the ideal place to dine as well as to dance and be enter- 
tained. 


| NO COVER CHARGE AT ANY TIME 
} 


HOTEL SHERMAN 


HOME OF THE COLLEGE INN | 
CHICAGO 























68 THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1937 














BARRASSO & BLASI, INC. 


present these New, Original 


ROSARY DESIGN CROSSES 


(Pat. Pend.) 


Exquisite Adornments in 
Eight Sizes—Eight Designs 
Each Size in Eight Designs 
Each Design in Eight Sizes 


Hand Engraved or 
Engine Turned 


10 Kt. or 14 Kt. Gold 


Now in the hands of 

the Better Whole- y  _— 
salers and Jobbers. _— We Design 
/ ae and Manufac- 
Illustrations ii fll ture a Gut. 
im exact 4 ERAL LINE of 
ware. - rf JEWELRY for 
Ul. LADIES but special- 
izein Bracelets, 
Brooches, Rings, Wed- 
ding Rings, Ladies’ Dia- 
mond Ring Mountings 


and an 


OUTSTANDING LINE OF 
CROSSES 


beside these illustrated, in all 
these sizes and smaller. 


Ask for <QRBe Products 


BARRASSO & BLASI,INC. 


Manufacturing Jewelers 
31 Governor Street 
Newark, New Jersey 


| 
{ 
| 
| 
‘ 
i 
7 
i 
| 
? 
: 
; 
4 

: 
- 

- 
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MIRACLE DRY SHAVER CORP. 


36 SO. STATE ST., CHICAGO, ILL. 
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FAMOUS 
STYLISTS 
help you 


introduce this 
brilliant 


New Desig 


ODQITDoZVWoovovVovovmwiwvoW0m04 


Heirloon 


-p late 


As Advertised in VOGUE @ 


LIFE 
HOUSE & GARDEN @ AMERICAN HOME 


HOUSE BEAUTIFUL @ ESQUIRE 
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A clear new note in siiverware 
advertising and selling is about to 
be sounded. Heirloom Plate Tables 
by World Famous Stylists will be 
featured in. leading magazines this 
fall. With this advertising is coupled 
an intensely interesting and con- 
structive Merchandising Plan that 
will increase silverware sales for 
any progressive dealer. Heirloom 
is forging ahead in the silverware 
field—because Heirloom has some- 
thing different to offer the dealer. 
Why not ride with us to leadership? 
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*Trade-Marks of ONEIDA LTD., Mfrs., Sherrill, N.Y. 
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8 EFORE 1935, the word CURVEX 
never existed. Today, CURVEX 
is engraved in the public mind as the 
name of the world’s first true wrist- 
watch—the only watch with both the 
case and the movement curved to 
fit the wrist. 


The name CURVEX is a property 
in a very real and tangible sense 
—the exclusive property of Gruen 








and of Gruen jewelers. This fall 
the name CURVEX will be etched 
even more deeply in the conscious- 
ness of America’s millions by an ad- 
vertising campaign of unprecedented 
proportions. 

Leader of a brilliant new line of Gruen 
styles, CURVEX is truly the watch- 
word of the industry — the buy-word 
of America. 





whoh for Gruen pages in The Sat- 


urday Evening Post, American, True 
Story, Esquire, Harper's Bazaar, The 
New Yorker, Time, Life, Fortune, Vogue. 


lem in to “THE TIME OF 
YOUR LIFE’’—Gruen’s great new 


radio program, featuring Graham 
McNamee, Sheila Barrett, Joe Rines 
and his orchestra, and a host of other 
stellar attractions —every Sunday 
evening, 5:30 to 6:00 p. m. E.S.T. over 
the NBC Red network, beginning 
October 3rd. 
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*Trade Mark reg. U. S. patent office. No other manufac- 
turer is permitted to make the Curvex or to use the name. 








THE GRUEN WATCH COMPANY e¢ TIME HILL ¢ CINCINNATI ¢ U.S. A. 


Here Gruen combines the beauty 
of a curved case with the accu- 
racy of a full-size movement 
actually curved fo fill the wrist- 
form case. Even if the case were 
removed, the revolutionary 
Curvex movement still would con- 
form to the curve of the wrist. 


In Canada: Toronto, Ontario 


Copyright 1937, The Gruen Watch Co 





_ A curved case only. The conven- 


tional flat movement, conflicting 
with the shape of the case, is rela- 
tively small and fragile. Accu- 
racy is sacrificed to appearance. 
The cases in the diagrams at left 
are the same size. But notice 
the difference in the movements! 


GRUEN CURVEX’ 


THE WORLD’S FIRST TRUE WRISTWATCH 


Copyright 1937, The Gruen Watch Co. 
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SITUAFIONS WANTED—Continued 





FIRST CLASS Swiss and railroad watch- 
maker, 20 years’ experience, capable to 
take charge front end; good estimator ; 


can furnish best references. Address 
“J, 6947,” care Jewelers’ Circular- 
Keystone. 





AN EXPERIENCED MAN seeks posi- 
tion as salesman with better class re- 
tail jewelers; not interested in hearing 
from instalment concerns. Address “‘J., 
6957," care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, 39, experienced on all 
grades, capable to wait on trade when 
position 


necessary, desires permanent 

in Philadelphia_ or nearby. Address 
“A., 6977,’ care Jewelers’ Circular-Key- 
stone. 





BUYER, SALESMAN and window trim- 


mer, seeks connection with prominent 





organization; man of clean _ habits, 
ereative ability and excellent back- 
ground. Address “S., 6956,” care 
Jewelers’ Circular-Keystone. 

WATCHMAKER, front man, expert 
baguette and railroad, 15 years at 
bench; young man, neat, married. 
sales ability, A-1 references; salary 


$45; prefer West. Address “F., 6971,” 
care Jewelers’ Circular-Keystone. 





JEWELER, DIAMOND SETTER, fine 


handmade platinum; 20 years’ experi- 
ence, designing to finishing; supervise. 
estimate ; ambitious; best ability, char- 
acter, references. Address “C., 6965,’ 
care Jewelers’ Circular-Keystone. 





EXECUTIVE TYPE MAN seeks connec- 
tion as store manager with recognized 
instalment enterprise; able organizer and 
sales promotor; highest reference. Ad- 
dress “W., 6959,” care Jewelers’ Circu- 
lar-Keystone. 





EXPERT WATCHMAKER, 20 years’ ex- 
perience, railroad inspection, close tim- 


ing and adjusting; Horology graduate; - 


front man, good estimator, can take 
full charge. Address “K., 6975,” care 
Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, 14 years’ thorough 
experience, every phase of business, also 
expert knowledge of diamonds and pre- 
cious stones; finest reference. Address 
“K., 6991,"" care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN, age 25, college education, 
wishes position with retail or wholesale 
firm; bonded and excellent reference; 
retail store experience; salary secondary. 
Address ‘‘H., 6989," care Jewelers’ Cir- 
cular-Keystone. 





BOOKKEEPER AUDITOR, stenographer, 
competent lady seeking to better her- 
self, wishes position with importer dia- 
monds, pearls, precious stones; take 
charge office, ete. Address “G., 6988,” 
care Jewelers’ Circular-Keystone. 








YOUNG WOMAN, 10 years’ experience 
ring manufacturer, capable taking full 
charge factory gold office, weighing 
metals, orders, stock, repairs, etc. Ad- 
dress “B., 7007,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, young, married, 15 
years last position, outstanding ability, 
desires position with a reputable jewel- 
er in New York city; excellent refer- 
ences. Address ‘‘M., 7001,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG LADY. bookkeeper. thoroughly 
experienced in the jewelry manufac- 
turing line, capable of taking full 
charge of office, orders, shipping and 
repairs. Address “B., 7013,” care Jewel- 
ers’ Circular-Keystone. 





ATTENTION FLORIDA JEWELERS! 
Expert cleck repairer, 30 years’ experi- 
ence. German trained, wishes position 
with Florida jewelers, or open repair 
shop for the trade. Address ‘“‘C., 7024,”’ 
care Jewelers’ Circular-Keystone. 





MANAGER, 39, married, credit jewelry, 
desires town in Ohio not far from Cleve- 
land; will sever present connection for 
vermanent proposition only; “income 
$4,000 year minimum. Address “‘B., 7023,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 15 years’ experience 
on all makes watches and light jewelry 
work, desires permanent position in 
Northwestern States; age 36, married; 
reason for change, reverse business 

conditions. Address “B., 6837,” care 

Jewelers’ Circular-Keystone. 








THOROUGHLY EXPERIENCED watch 
and clockmaker desires position, 35 
years, expert on all foreign and Ameri- 
can, French, mantel, traveling, repeat- 
ers and repeating watches; good on 
estimating. Address O. C. Lill, 518 No. 
Tioga, Ithaca, N. Y. 





CERTIFIED WATCHMAKER (Horologi- 
cal Institute) desires to make change, 
permanent position; long experience, 
expert baguette and railroad; Al ref- 
erences; prefer Central, South Texas or 
Louisiana. 9309 Park Drive, Hillsboro, 
Texas. 





CREDIT COLLECTION MANAGER, well 
educated, thoroughly experienced, 
jewelry, clothing, furniture, excellent 
ability in all phases of credit business, 
desires position New York or elsewhere. 
Address ‘“‘Y., 6915,” care Jev’elers’ Cir- 
cular-Keystone. 


CREDIT STORE buyer and manager, 20 
years’ experience in retail business, 
merchandising, displays, credits and col- 
lections; well known in the trade: can 
furnish highest of references. Address 
“B., 6917,’’ care Jewelers’ Circular-Key- 


stone. 








WOMAN, recently unemployed by retire- 
ment of old New York retail jewelry 
concern; experience in buying genuine 
jewelry, special remounts, jewelry re- 
pairing, would consider managing high 
class gift shop. Address ‘“‘L., 6903,’’ care 
Jewelers’ Circular-Keystone. 





CREDIT JEWELRY SALESMAN, man- 
ager, understands the jewelry and 
credit business from A to Z; also good 
window trimmer; 15 years’ experience; 
finest reputation; excellent references. 
Address “A., 6938,’’ care Jewelers’ Cir- 
cular-Keystone. 





ASSISTANT WATCHMAKER wants 
work; graduate of Standard Watch- 
makers Institute, New York city; two 
years’ experience watch repairing; age 
33, neat appearance, married; salary 
secondary. Ben Sherman, 1025 East 
167th St., Bronx, N. Y. 





BOOKKEEPER, office and credit man- 
ager, desires responsible position; 
capable executive, relieving her em- 
ployer bothersome details; full charge; 
fine record credit checking; long di- 
versified experience. Address “M., 
7004,” care Jewelers’ Circular-Key- 
stone. 


YOUNG LADY, 15 years’ manufacturing, 
jobbing, retail experience, requires 
position, full charge bookkeeping, per- 
petual inventory, waiting on trade, 
charge of repairs, handling correspon- 
dence, assist with buying; A-1 refer- 
ences. Address “N., 7003,” care Jewel- 
ers’ Circular-Keystone. 








A-1 CREDIT SALESMAN who knows 
and can handle merchandising, can 
handle credits, collections, T.O.’s, com- 
plaints, trim windows, make displays, 
and handle advertising; over 15 years’ 
experience; can give best references; 
desires position with reliable firm. Ad- 
dress “E., 6969,” care Jewelers’ Circu- 
lar-Keystone. 





EXPERT WATCHMAKER desires per- 
manent position with reputable firm; 
Bradley training, 11 years’ experience; 
close timing where grade permits; five 
years’ experience managing department; 
own tools; age 28, single; best refer- 
ences; good habits; available soon; South 
preferred. Address “K., 6085,” care 
Jewelers’ Circular-Keystone. 














MANAGER OR SALESMAN of 25 years’ 
experience, seeking position in first 
class jewelry store; good all around 
store man, one whom you can trust 
and depend on; state salary and all 
details in first letter. Address “V., 
6886,” care Jewelers’ Circular-Keystone. 





MANAGER CREDIT STORE, 15 years’ ex- 
perience, supervising credits, care collec- 
tions, specialist P. & L. accounts; thor- 
ough salesman; write advertising, sales 
promoting, purchasing, trim effective 
windows; executive ability; fine refer- 
ences. Address ‘‘O., 6739,’’ care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, large following East and 
Middle West to Coast among watch 
material jobbers and wholesale jewel- 
ers, desires connection any territory, 
with reputable concern; will consider 
selling large retail trade. Address “D., 
ca care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER AND CLOCK repair- 
man, school trained, experienced, fast, 
efficient worker, baguettes to railroads; 
employed Wisconsin now; licensed; 


good reason for leaving; age 30; be- 
gin at $20 if permanent; references; 
go anywhere. Address “C., 6842,” 


care Jewelers’ Circular-Keystone. 





ENGRAVER, qualified by experience to 
produce fine workmanship for high 
grade jewelry and silver store; every 
type and class of work remotely con- 
nected with engraving; 20 years’ experi- 
ence; anywhere, South preferred. Ad- 
dress “K., 6925,”’ care Jewelers’ Circular- 
Keystone. 








HIGH GRADE WATCHMAKER, front 
man, only full charge repair de- 
partment in high class store; ex- 
cellent salesman and _ estimator; 
over 20 years’ experience; $55 per 





week. Address “O., 6931,” care 
Jewelers’ Circular-Keystone. 
CREDIT MAN, executive, accountant, 


office manager, with proven ability and 
an abundance of experience, a positive 
aid to the established business as well 
as the growing concern; good cor- 
respondent, systems, sales promoter; 
at present employed, seeks a change. 
Address “F., 7011,” care Jewelers’ Cir- 
cular-Keystone. 





TRAVELING SALESMAN, 42 suécess- 
ful, personal acquaintance and fol- 
lowing of 25 years with all better 
jewelry and department stores east 
of Mississippi; results assured. Ad- 





dress “E., 6521,” care Jewelers’ 
Circular-Keystone. 
ENGRAVER, 15 years’ experience as 


shop engraver in lettering, enamel cut- 
ting, ornamental engraving, wedding 
ring carving and ivory painting, wishes 
position with shop or store; can also do 
repairing ; best of references; give loca- 


tion and wages in first letter. Address 
“D., 6872,” care Jewelers’ Circular- 
Keystone. 


YOUNG MAN, 35 years of age, neat ap- 
pearing, 15 years’ experience in retail 
jewelry, either cash or credit, can buy, 
sell, trim windows and manage, wishes 
to connect with live retail concern; pre- 
fer individual; position must pay from 
$3,500 per year; can furnish necessary 
references. Address ‘“J., 7021,” care 
Jewelers’ Circular-Keystone. 








STORE MANAGER wishes permanent 
connection with reputable person 
or organization; managed one of 
largest stores in Central New York; 
excellent window designer, knows 
credits and collection, buying, etc.; 
good character and appearance; 
finest references; available at once. 
Address “G., 6943,” care Jewelers’ 
Circular-Keystone. 





(Continued on page 194) 
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Special Notices 


(Continued from page 193) 





SALESMAN to carry high class line of 
marcasite jnitial pins to retail and de- 
partment stores out-of-town; commis- 
sion basis. Address ‘‘New York, 6927,” 
care Jewelers’ Circular-Keystone. 








SITUATIONS WANTED—Continued 








A MAN OF GOOD CHARACTER is seek- 
ing a change of position wherein the 
practical experience of merchandising 
and sales floor managing is required; a 
man who has had ten years of manipula- 
tion to increase unit sales, lowering in- 
ventories to speed turnover, etc., re- 
quisite to efficient operation in success- 
ful credit stores; this man prefers a new, 
expanding organization in which there 
is definite room to grow. Address “A., 
6981," care Jewelers’ Circular-Keystone. 


AM THE MAN WANTED by a con- 
cern that requires the services of 
an expert in pearls, diamonds and 
precious stones; I have had years 
of experience in buying, selling, 
financing and executive manage- 
ment for a firm well known through- 
out the trade; can furnish highest 
type of references. Address “A., 
6900,” care Jewelers’ Circular- 
Keystone. 


— 








Lines Wanted. 


Minimum charge (25 werds) $1.50 
Additional words, 5 cents a word 





SALESMAN, WITH OFFICE, desires 
several small gold or gold-filled lines 
on commission, selling to jobbers and 
department stores in New York city. 
Address “F., 6879,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN desires manufacturer’s line 
platinum and gold mountings, also ladies’ 
and gents’ stone ring line; travels by car; 
20 years’ following in New York city and 
surrounding territories. Address “‘BP., 
6982,’ care Jewelers’ Circular-Keystone. 





MANUFACTURERS LINE WANTED 
for Middle, Northwest and South, by 
experienced salesman with large fol- 
lowing for years among wholesalers, 
mail order and instalment stores; 
offices in Heyworth Building; strict- 
ly commission basis, no advances re- 
quired. Address “Circular, 1159,” 
Room 1205 Heyworth Bldg., Chi- 
cago, IIl. 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN WANTED to carry line of 
ladies’ gold watch cases; New York 
and East; state full particulars. Ad- 
dress “J., 6855,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN calling on good retailers and 
department stores for popular priced 
line of crosses; silver and gold filled; 
good commission. Address “D., 6894,” 
care Jewelers’ Circular-Keystone. 





SALESMAN WITH FOLLOWING of bet- 
ter class retail trade, for a complete 
diamond jewelry line including wedding 
rings; all territories open. Address ‘‘V., 
6910,"’ care Jewelers’ Circular-Keystone. 





SALESMEN with better class jewelry 
and department store following to carry 
side line of cultured pearl necklaces; 
all territories open. Address “K., 6928,” 
care Jewelers’ Circular-Keystone. 


SALESMEN to carry jewelry and optical 
display fixtures as side line; sell from 
photographs; liberal commission. Ad- 
mor Displays, 719 S. Pulaski Road, 
Chicago, Ill. 





SALESMAN EXPERIENCED, one who 
covers Coast to Coast, to carry side 
line fine platinum watch cases and 
watch attachments, on a commission 
basis. Address ‘“‘N., 6859,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN with following wanted for 
popular dependable watch line on com- 
mission basis; watch experience essen- 
tial: opportunity for permanent connec- 
tion; all territories open; application 
strictly confidential. Address ‘‘C., 6264,”’ 
care Jewelers’ Circular-Keystone. 





SALESMAN to carry side line very fine 
platinum diamond charms, with Fifth 
Ave. New York following and from 
Middle West to the Coast. Address 
“A., 6760,” care Jewelers’ Circular- 
Keystone. 





WATCH SALESMEN, experienced, to 
carry as side line nationally advertised, 
popular priced watch line for Minnesota 
and surrounding and all Southern States 
on an interesting commission basis. Ad- 
dress “N., 6930,” care Jewelers’ Circu- 
lar-Keystone. 


NEW TYPE WATCH BRACELETS ; 
salesmen wanted to sell an entirely 
new idea in watch bracelets, different 
than anything on the market; large 
commission; write fully, stating terri- 
tory, experience and references. Ad- 
dress “A., 6979,” care Jewelers’ Circu- 
lar-Keystone. 








SALESMAN WITH FOLLOWING 
wanted for popular dependable watch 
line on commission basis; watch ex- 
perience essential; opportunity for 
permanent connection; all territories 
open; applications strictly confidential. 
Address “M., 6951,’ care Jewelers’ Cir- 
cular-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additienal words. 5 cents a word 








YOUNG MAN, jewelry credit experience; 
must be married. Address “F., 6922,’ 
care Jewelers’ Circular-Keystone. 





WANTED FOR MIAMI, FLA., first class 
jewelers, watchmakers and engravers. 
Address “G., 6972,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, a jewelry repair man, capable 
of doing stone setting; state age, na- 
tionality, references and salary expected, 
Chas. F. Damm, Inc., Buffalo, N. Y. 





SALESMAN AND WATCHMAKER for 
cash and credit jewelry store, Ridge- 
wood Jewelers, Inc., 60-11 Myrtle Ave., 
Brooklyn, New York. 








WANTED, an _ experienced first class 
watchmaker; state qualifications and 
salary. Sartori, Jewelers, N. 10 Wall 
St., Spokane, Washington. 





WATCHMAKER, must be good mechanic, 
for Cincinnati, Ohio; state age and 
experience. Address “G., 6851,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, must be good mechanic. 
for Columbus, Ohio; state age and 
experience. Address “H., 6852,” care 
Jewelers’ Circular-Keystone. 





WANTED, FIRST CLASS watchmaker, 
jeweler, engraver and_ stone setter; 
good salary. Address “K., 6856," care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, must be good mechani 
for Syracuse, New York; state age ani 
experience. Address “F., 6850,” care 
Jewelers’ Circular-Keystone. 





HIGH CLASS WATCHMAKER, quality 
workmanship only; large Southern 
city. Reply H. H. Harteveldt Co. 630 
Fifth Ave., New York. ‘ 





WATCHMAKER, thoroughly experienced - 
steady position for right man, New 
York city. Address “T., 6883,” care 
Jewelers’ Circular-Keystone. 





IMNGRAVER and assistant watchmaker: 
steady work, chance to improve. Ad- 
dress “S., 6866,” care Jewelers’ Circular- 
Keystone. 





SALES CONDUCTOR, to conduct jewelry 
sales (not auctions). National Sales Ser- 
vice, 550 Boatmen’s Bank Buikding, St 
Louis, Mo. e 





WANTED, a certified watchmaker who is 
an experienced salesman, fully capable 
of taking charge of watch department. 
Address “K., 6949," care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER WANTED, capable of 
counter work; must be steady, reliable 
and capable of railroad grade work: 
references required. Lentsch Jewelers, 
Inc., 4 So. Main St., Akron, Ohio. 





WANTED, all around jeweler and stone 
setter, for trade watch shop; state age, 
nationality, references and salary ex- 
pected. Address “D., 6994,’’ care Jewei- 
ers’ Circular-Keystone. 





SALESMAN to cover leading cities for 
prominent diamond importers; state ex- 
perience, age and give references. 
Address “E., 7018,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, SALESMAN, experience, cash 
and credit store; must be capable to be 
left in charge; permanent position, good 
pay. Wm. Joseph, 514 E. 138th St., Bronx, 
1 ee 





FIRST CLASS WATCHMAKER, light 
jewelry repairer and plain engraver; 
commission basis, with a _ reasonable 
guarantee. W. A. Capps Co., Box 375, 
Athens, Ga. 





FIRST CLASS watchmaker, principally 
high class watches; permanent posi- 
tion. P.O. Box 114, Jacksonville, 
Florida. 








WANTED, model maker for watch and 
clock work; efficiency and accurate 
workmanship to close measurement is 
required. Address “D., 6847,’ care 
Jewelers’ Circular-Keystone. 





WANTED, combination watchmaker and 
optometrist, to take charge of splendid 
opportunity, on percentage or rental 
basis. L. Hall’s Gift Shop, Beau- 
fort, S. C 





FIRST CLASS WATCHMAKER, one who 
can do light jewelry work and _ help 
wait on trade; permanent job, in the 
South. Address “W., 6887,” care Jewel- 
ers’ Circular-Keystone. 





FIRST CLASS watchmaker, salesman, one 
who can engrave preferred; state age, 
experience, salary expected; send ref- 
erence; Central Wisconsin. Address ‘“‘C., 
6918,’’ care Jewelers’ Circular-Keystone. 








WANTED, first class watchmaker, jewel- 
er, stone setter and engraver; perma- 
nent position in city of 35,000, in West- 
ern Kentucky; state age, experience, 
whether married or single and salary 
expected in first letter. Address ‘M.M., 
6941,” care Jewelers’ Circular-Keystone. 





WANTED, diamond jewelry salesman in 
retail store; 30 to 40 years of age, 
with pleasing personality and real sales 
ability; state full details in first letter 
as to experience, references and salary 
expected, Address “A., 7012,’ care 
Jewelers’ Circular-Keystone. 
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HELP WANTED—Continued 





WATCHMAKER WANTED for trade 
work and reconditioning watches; must 
be good on all makes of watches. Ad- 
dress “Y., 6913,” care Jewelers’ Circu- 
lar-Keystone. 








CREDIT-COLLECTION MAN, experi- 
ence and complete knowledge of jewelry 
business essential; replies confidential. 
Address “T., 6934,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY SALESMAN, A-1 on credit 
selling, must be good closer and able to 
trim effective windows; replies con- 
fidential. Address “V., 6935," care 
Jewelers’ Circular-Keystone. 





DIAMOND SETTERS, capable of earn- 
ing $100, or more, a week, for fine 
platinum jewelry; permanent work in 
pleasant surroundings; small union 
shop. H. Horwitz Co., 4th floor, 159 
No. State St., Chicago, Ill. 





SECRETARY, mature, cultured woman 
for diamond office; bookkeeping knowl- 
edge and shorthand desirable; person of 
capability and character; detail quali- 
fications in letter. Address ‘‘C., 6983,” 
care Jewelers’ Circular-Keystone. 








SALESMAN, live wire, wanted with fol- 
lowing calling on A-1 wholesale and 
retail trade with fast selling promo- 
tional genuine stone line. Address “K., 
6993," care Jewelers’ Circular-Key- 
stone. 





SALESMAN, experienced instalment, to 
manage jewelry departments in several 
Eastern and Mid-Western cities; ap- 
plications confidential. Address “C., 
7008,” care Jewelers’ Circular-Key- 
stone. 





WANTED, as soon as possible, a first 
class watchmaker, perferably one who 
can help out on small engraving jobs: 
permanent position; state salary and 
reference. Address “D., 7009,” care 
Jewelers’ Circular-Keystone. 





MAN, to take charge and develop outside 
department for credit jewelry store; 
must have proper contacts and experi- 
ence; replies confidential. Address 
a 6936,” care Jewelers’ Circular-Key- 
stone. 





WANTED, jeweler, engraver and stone 
setter for steady position; state age, 
salary expected, references and full de- 
tails as to ability in first letter. Address 
“L., 6926," care Jewelers’ Circular-Key- 
stone. 





JEWELRY SALESMAN, exceptional op- 
portunity in large retail jewelry store 
in Indianapolis; steady fosition for 
first class salesman with good refer- 
ences. Rost Jewelry Co., 25 N. Illinois 
St., Indianapolis, Ind. 





POSITION OPEN for young man in order 
department, wholesale watch business: 
good opportunity for right man; give 
full particulars including experience 
and salary desired. Address “B., 6893,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER and plain engraver; 
permanent, bright future, high salary 
to superior workman; ideal working 
conditions, city of 18,000, Central U. S.; 
state age, experience and references. 
Address “Y., 6960,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, two, for high grade 
jewelry store in Newark, N. J.; ability 
to do light jewelry repairing preferred 
but not essential; answer giving full 
particulars, including salary and ref- 
erence. Address ‘‘M., 6905,” care Jewel- 
ers’ Circular-Keystone. 





WANTED, YOUNG MAN as_=és$ second 
watchmaker in retail store in Southern 
Illinois ; position permanent with chance 
for advancement; state age, married or 
single and salary expected in first 
letter. Address “S.J.M., 6942,” care 
Jewelers’ Circular-Keystone. 


WANTED, experienced watchmaker, one 
who can do light jewelry repairing and 
engraving; permanent position for the 
right party; in a town of 75,000 popula- 
tion; pleasant surrounding to work. Ad- 
dress ‘‘H., 7019,’’ care Jewelers’ Circu- 
lar-Keystone. 





WANTED, experienced all around watch- 
maker, one who can do jewelry repair- 
ing and engraving; steady position for 
the right man with good future, in a 
nice town to live and work; state ref- 
erences. Address “B., 7025,” care Jewel- 
ers’ Circular-Keystone. 





ALESMAN WANTED; must have ex- 
perience selling diamond mounted rings, 
and have following in instalment and 
retail trade, to cover New England, Con- 
necticut, coal regions and certain parts 
of the Middle West. Address ‘‘B., 6992,” 
care Jewelers’ Circular-Keystone. 


v2) 





SALESMAN WANTED to cover all ter- 
ritories with a house manufacturing 
platinum hand made mountings and 
special order work; must have own 
following; excellent opportunity for 
right man to advance himself. Arthur 
Marotti & Bro., 1 Maiden Lane, New 
York. 





DIAMOND ASSORTER, man or lady, 
experienced at mounting bunch 
goods; state experience, reference 
and salary desired; Los Angeles 
firm. Address “E., 6849,” care 
Jewelers’ Circular-Keystone. 





WANTED, A YOUNG MAN with jewelry 
store experience who knows how to take 
in and deliver repairs, to do small re- 
pair jobs of jewelry, watches, clocks 
and engraving; send photo, sample en- 
graving, state salary wanted. Address 
“J., 6945,” care Jewelers’ Circular-Key- 
stone. 





SALESMEN, for’ exclusive novelty 
charm, new and fast selling item; 
must have jewelry and department 
store following; all territories open. 
Address “K., 6946,” care Jewelers’ 


Circular-Keystone. 





WANTED, FIRST-CLASS watchmaker, 
capable of repairing fine watches and 
clocks; upstairs job; permanent position; 
fine store; state age, salary expected, 
give references and full particulars as to 
ability in first letter. C. Schnack 
Jewelry Co., Alexandria, La. 





SALESMAN; a permanent position is 
open for a high grade salesman in 
a long established and large Con- 
necticut retail store; state full par- 
ticulars and salary expected in first 
letter. Address “A., 6937,” care 
Jewelers’ Circular-Keystone. 








YOUNG MAN with credit jewelry store 
experience; must have general knowl- 
edge of business and not afraid of hard 
work; good opportunity for right man 
who is willing and able to produce; 
state age and full qualifications and 
salary expected in first letter; con- 
fidential. Address “A.,” P. O. Box 
355, Springfield, Ohio. 





CALIFORNIA manufacturing jeweler 
wishes first-class jewelry polisher 
and lapper; also desires first-class 
polisher on solid gold watch cases; 
good pay: give age and experience. 
Address “R., 6865,” care Jewelers’ 
Circular-Keystone. 





SALESMAN WANTED, on a strictly com- 
mission basis; a beautiful line of mounted 
merchandise, wedding rings, engage- 
ment rings, men’s mountings and em- 
blems; Southern territory; must be 
familiar with the trade and one who can 
sell not less than $50,000 a year; give 
information in detail. Address “F., 
6987,’’ care Jewelers’ Circular-Keystone. 





ENGRAVER with all around talent 
and ability, qualified also as dia- 
mond setter or jeweler; permanent 
position, well established shop, 
Youngstown, Ohio; full particulars, 
first letter. Address “A., 7022,” 


eare Jewelers’ Circular-Keystone. 








TWO first class watchmakers not over 
35 years old (German preferred) ; must 
be fast and thorough on finest of Swiss 
and American watches; must be able 
to do very close timing and adjusting ; 
large Southern store, town of over 250,- 
000; unless you can qualify fully, do 
not answer. Address “A., 7026,” care 
Jewelers’ Circular-Keystone. 


SALESMEN WITH FOLLOWING 
wanted for popular, dependable 
watch line; drawing against com- 
mission for the right man; all terri- 
tories open; opportunity for perm- 
anent connections. Address “N., 
6952,” care of Jewelers Circular- 
Keystone. 








WATCH SALESMEN, experienced with 
following amongst better jewelers in 
New York, New England and Mid 
Southwestern States for a reputable 
watch house with a fine Swiss line; 
opportunity for good producers; state 
references and qualifications in first 
letter; all replies confidential. Address 
“A., 6961," care Jewelers’ Circular- 
Keystone. 


WANTED, A MAN thoroughly experi- 
enced in traveling on railroads and 
selling watches to railway employees 
on watch deduction orders, by an old 
established firm of watch inspectors in 
the South, covering 1500 miles of ter- 
ritory; steady work and good pay; 
must have best of references. Address 
“L., 6950,” care Jewelers’ Circular-Key- 
stone. 


SALESMAN WANTED to cover all ter- 
ritories with a house well established, 
manufacturing platinum hand-made 
mountings and special order work; 
must have own following; excellent op- 
portunity for right man to advance him- 
self; write giving full particulars; all 
communications will be kept strictly 
confidential. Address “J., 6771,” care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, between 30 and 40, who 
has ability and ambition, must have 
thorough training in all branches of 
watchmaking and possess speed and 
accuracy; a permanent place to build 
up to the right man in the most healthy 
spot in the U. S.; salary not limited ; 
state age, nationality, etc.; do not ap- 











ply unless you can qualify. Address 
“J., 6974,” care Jewelers’ Circular- 
Keystone. 





WATCH SALESMAN, by importers of 
reputation; territory Boston to 
Washington, West, through Ohio or 
any part except New York city; 
straight commission; no objection 
other non-conflicting lines; state full 


details first letter. Address “E., 
6986,” care Jewelers’ § Circular- 
Keystone. 





COMBINATION WATCHMAKER, stone 
setter and engraver, or combination 
watchmaker, stone setter, must be ex- 
pert on all grades watches, very par- 
ticular in neatness and close timing, 
good engraver; state age, married or 
single, nationality, giving references, 
salary wanted, when can start, other 
necessary information in first letter; 
none but first class need apply. Arthur 

M. Leonard, 60 Court St., Binghamton, 

1, A ¢ 





SALESMAN; ring finding manufac- 
turers who enjoy reputation for 
ethics as well as fine merchandise 
require the services of a man to 
handle their line; only those who 
ean furnish uncuestionable refer- 
ences as to their ability and charac- 
ter need apply. Address “‘B., 6964,” 
care of Jewelers’ Circular-Keystone. 





(Continued on page 196) 
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Special Notices 


(Continued from page 195) 








HELP WANTED—Continued 








OPTOMETRIST-WATCHMAKER; com- 
bination optometrist and watchmaker ; 
steady position and good salary to one 
who qualifies; must be of sober char- 
acter and possess good appearance ; 
concern located in Nearth Central 
Alabama; give qualifications as to ex- 
perience, age, salary expected and 
what optical licenses now holding. Ad- 
dress “E., 7010,” care Jewelers’ Cir- 
cular-Keystone. 





LEARN watchmaking, engraving, jew- 
elry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, Ill. 








For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY STORE, Central Illinois city, 
population 150,000, industrial center ; 
sacrifice price $2,300 cash; exceptional 
opportunity. Address “B., 6978,” care 
Jewelers’ Circular-Keystone. 





WELL ESTABLISHED jewelry _ store, 
county seat town Southwestern Min- 
nesota; clean stock, $3000; fine fixtures, 
railroad watch inspection; overhead real 
low; all the repairing you want; write 
for details. Address ‘‘K., 6902,’’ care 
Jewelers’ Circular-Keystone. 


TRADE SHOP, jewelry and engraving, 
established seven years, city 70,000; in- 
cludes Leiman_ polisher, flat rolls, 
square rolls, wire puller. Dunmore 
utility hand motor, casting outfit, elec- 
tric soldering machine, safe, benches, 
material, jobbing stones, etc., $450 
cash. Address Lyle F. Black, 434 
Shenandoah Life Bldg., Roanoke, Va. 








OWNER’S ILLNESS necessitates sacri- 
fice of well-established legitimate retail 
credit jewelry store in prosperous 
Southwestern city of 150,000 popula- 
tion; store completely stocked and 
equipped and doing good business now ; 
offers truly exceptional opportunity for 
capable, experienced man with capital; 
no promoters. Address “L., 5672,” care 
Jewelers’ Circular-Keystone. 








For Sate. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY STORE for sale, choice loca- 
tion, reasonable rent; retiring. 704 
Market St., Philadelphia, Pa. 





TWENTY YEARS ESTABLISHED credit 
jewelry store, with opportunity for ex- 
pansion. Address “G., 6923,’ care 
Jewelers’ Circular-Keystone. 





IF YOU WISH to sell out, or buy a 
good profitable established jewelry 
store, write us fully; confidential ser- 
vice. National Sales Service, 550 
Boatmen’s Bank Bldg., St. Louis, Mo. 





FOR LEASE, one jewelry and gift shop 
store, County seat town, paved streets, 
good schools, modern conveniences ; 
fine trading center. T. Z. Daniel, 
Millen, Ga. 





FOR SALE, jewelry and optical store 
with fine repair trade, located in 
Eastern Massachusetts; established 
more than 50 years; owner lately died. 
Address “R., 6854," care Jewelers’ 
Circular-Keystone. 





FOR SALE, long established jewelry 
store, best trading community in cen- 
tral Illinois; repair work ample for 
two men; excellent opportunity for 
young couple; death reason for selling. 
Mrs. J. Frank Goudy, Fairbury, IIl. 





WELL ESTABLISHED jewelry store in 
Western Washington; good stock and 
fixtures; about $7,500 required; worth 
investigating; reason for selling, have 
other business; no auctioneers or 
promoters. Address “P., 6864,” care 
Jewelers’ Circular-Keystone. 





OWING TO THE RECENT DEATH of 
the proprietor, we are offering for sale 
at a bargain price a long established 
jewelry business; good, clean stock, 
nice fixtures, with full set of tools; a 
splendid opportunity for hustling repair 
man. Address Box 229, Athens, Ten- 
nessee. 





JEWELRY STORE, the only active one 
in the county; it is located in Okla- 
homa and in a county seat, right in 
the midst of a good oil field and farm- 
ing district; it has all the business 
two or three people can handle; the 
estimated invoice is $3,000; the buyer 
must have not less than $1,000 cash 
for down payment; no agencies. For 
further information write C. F. Lucas, 
Claremore, Okla. 








FOR SALE, jeweler’s weight regulator, 
bench and six-foot show case. Ottice 
T. Stokey, Washington C. H., Ohio. 





SAFES with burglar proof chests, $100 up; 
vault doors, $80 up. Krasilovsky, Safe & 
Machinery Movers, 44 W. 29th St., New 
York. BOgardus 4-3252. 





WATCH MATERIALS, tools, cases, dials. 
straps, bands at lowest prices; we are 
importers, manufacturers, jobbers ; 
write for price lists. Dean Company, 
87 Nassau St., New York. 





TWO SHOWCASES, one wall. case, one 
Mosler double door burglar proof safe. 
tools, ete. Midwood Fixture Co., 1421 
E. New York Ave., Brooklyn, N. Y. Tel. 
Dickens 2-7353. 





THREE HAND ROLLING MILLS, one 
flat, 24% x 4; square, 2 x 4; flat with 
ring roll, 2% x 3; very reasonable. 
Sees. 451 G St., N.W., Washington, 





FOR 12 OZ. of any gold filled scrap or for 
$7 we will send a good assortment of 20 
used Elgin, Waltham, etc., movements. 
gous Watch Co., 5 S. Wabash, Chicago, 





UNIQUE NOVELTY, size of pee. contains 
125 elephants; unseen thrilling gift; 50¢ 
brings number of samples; genuine un- 
usual stones with tree pictures, sample 
50¢. Motiwala, 3rd Bhoiwada, 38, Bom- 
bay, 2, India. 








RARE TOOLS for the higher grade 
watchmaker, from the most complete 
stock in the U. S. at lowest prices; 
mention what you-want. Fred Frei- 
——. 373 Washington St., Boston, 
Mass. 





1000 BUSINESS CARDS neatly printed 
$1; additional thousands 75c; all 
printing items at low prices; high 
class workmanship; quick service; free 
samples. Atlas Business Card Co., 
1814 Bedford Ave., Pittsburgh, Pa. 





THREE SETS TOOLS for watch, jewelry 
and optical repairing, including ma- 
terial; watchmaker’s bench, Whitcomb 
lathe, Universal motor, 27 chucks, 
polishing machine, optical chair, fitting 
table, scales, too many things to men- 
tion ; bargain, $200 for all; free crating. 
Address “D., 6867,” care Jewelers’ Cir- 
cular-Keystone. 











SHOP EQUIPMENT, benches i » 
dust collectors, presses, dies, drop nae 
mers, rolls, furnaces, scales, safes bot- 
tom prices; favorable terms, Leiman 
Bros., 152 Christie St., Newark, N, J 
and 23 Walker St., New York. am 


MANUFACTURER’S SALE, large at- 
tractive selection of platinum, single 
stone and dinner rings, offered at ridic. 
ulous prices to make room for new 
stock. Address “H., 6973,” care Jewel. 
ers’ Circular-Keystone. 





MUST SELL IMMEDIATELY, five 6¢6- 
foot wall cases, three §8-foot show 
cases, three smaller cases, paneling, 
three mirrors, window display, solid 
mahogany. Woronov, 147-05 Jamaica 
Ave., Jamaica, Long Island. 





AMERICAN REBUILT WATCHES, com- 
plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 
surplus watches; check by return mail 
same day as received; get our prices on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 





ENGRAVING MACHINE, polishing 
motor, genuine Moseley lathe, attach- 
ments wheel cutting fixtures, three 
motors quarter horsepower, two 
benches, miscellaneous tools; priced 
for quick sale. Crescent Jewelry Co., 
Fargo, N. D. 





COMPLETE FIXTURES, two eight, one, 
six foot floor cases, solid mahogany, 
plate glass; one, seven foot wall case, 
solid mahogany; one, 12-foot wall case, 
mahogany finish; one pen case; ex- 
cellent condition; price right. C. E. 
Hinkle, Bethlehem, Pa. 





BARGAINS; assorted 0 to 18 size round 
nickel bows, 21lce dozen; needle files, 
four assorted, 39c; American finished 
balance jewels, mixed lot, three dozen, 
$1.49; strap watch second hands, dozen, 
12c; aluminum material tray free with 
order; bargain circular on request; es- 
tablished 18 years. Beck Brothers, Noll 
Building, Fort Wayne, Ind. 





COMPLETE JEWELER’S fixtures, in- 
cludes Herring-Hall-Marvin safe, 30” x 
40” x 68” with steel drawers and in- 
side money safe; three, 8 ft. show 
cases; 5 ft. round show case; 12 ft. 
and 10 ft. wall cases; all wood of 
mahogany; 5 ft. glass show case. In- 
quire Leber, 3817 W. 26th St., Chi- 
cago. 








Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its adver- 
tising columns clean. Advertisers under 
Business Opportunities, etc., must furnish 
trade references. Announcements must 
pass the strict censorship requirements of 
The Jewelers’ Circular-Keystone. 





WANTED AT ONCE, small jewelry store 
or repair shop in Mid-West. Address 
“L., 6999,” care Jewelers’ Circular- 
Keystone. 





EDWARD R. TYLER, jewelry auc- 
tioneer, guarantees profit and success; 
we list stores for sale; also jewelers 
seeking location. Address 6237 Cham- 
plain Ave., Chicago, IIL 





HIGHEST CASH PRICE for surplus 
diamonds, watches, jewelry, old gold; 31 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





HERE’S A FIND! A recognized man of 
most unusual ability for conducting a 
credit jewelry store, is now available 
to you. Address “V., 6958,” care Jewel- 
ers’ Circular-Keystone. 
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BUSINESS OPPORTUNITIES—Con’t 


WANTED, a good jewelry store, with or 
without stock, located in Manhattan 
or Bronx. Tel. Melrose 5-0628 or write 
“p., 7016,” care Jewelers’ Circular- 
Keystone. 


———— 


EXPERIENCED JEWELER, formerly in 
business, desires partner for new enter- 
prise; or connect with firm already 
established, needing partner and addi- 
tional capital. Address “H., 6944,” 
care Jewelers’ Circular-Keystone. 

















ALWAYS PAID HIGHEST CASH price 

for complete jewelry stocks and 
. Sell out to old reliable 
Joseph M. Gordon, 37 Cornhill, 
Beston, Mass. 


GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out 
otherwise ship your surplus goods and 
receive cash. Gordon Bros., 18 Prov- 

ince St., Boston, Mass. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; bank 
and trade references of the highest 
character. Write 37 Maiden Lane, New 
York. Telephone John 3454. 





AUCTION SALE the sure way to sell 
jewelry. Why have an ordinary sale. 
Have your reputation protected, get the 
highest prices for your_merchandise; 
write me, no’ obligation. Wm. N. Johns- 
ton, National'y known Auctioneer, 253 
Orchard St., Sharon, Penna. 





BE A LIVE WIRE JEWELER; ex- 
change your dead stock of diamonds 
for desirable sizes you can sell; 
check or diamonds by return mail. 
B. C. Jaffe, 34 W. 47th St., New 
York, Phone Bryant 9-6567. 





INTENDING to give up business? Get 
cash, liberal cash, amount no object, 
without delay for your entire business 
or part of stock; communications con- 
fidential. Brooklyn Purchasing Syndi- 
cate, Frank Walker, Proprietor, same 
address 37 years, 610 Broadway, Brook- 
lyn, N. Y. Pulaski 5-1798. 





SALES INSURANCE is what I can 
offer the retail firm submitting the 
most attractive proposition replying 
to this advertisement. Address “R.. 
6955,” care of Jewelers’ Cireular- 
Keystone. 





PROPRIETOR OF WELL LOCATED 
jewelry store, in prominent industrial 
town with huge payroll, near Los An- 
geles, Calif., wants partner with $5,000 
to operate credit jewelry business; 
neither experience nor devoting of time 
necessary. Address Julian Metz, 819% 
W. 43rd St., Los Angeles, Calif. 





ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage: rating and ref- 
erence of the highest order. Van 
Praag & Co., 714 Broadway, New York. 
Established 1889. Telephone Algon- 
quin 4-0894-5. 








WHO? IS INTERESTED in opening a re- 
tail credit establishment with a mini- 
mum outlay, operating under an execu- 
tive efficiently qualified to develop 
assured returns in excess of customary 
expectations? I have the clientele! Seek 
your financial association. Can we get 
together? Address ‘‘D., 6985,’’ care Jewel- 
ers’ Circular-Keystone. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 Tre- 
mont St., Boston, Mass. 





| 








WANTED, new Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address “E., 
6895,” care Jewelers’ Circular-Keystone. 





KEY-WIND WATCHES wanted, cased 
and in running order, all sizes; must 





be very cheap; any quantity. Aaron 
Bloom, 370 W. 34th St., New York 
City. 

WANTED, DOUBLE GEARED rolls 


(floor type) bench shears, small fur- 
nace, power drill press, etc., good 
condition; full particulars; give lowest 
cash price or trade for what? Crow- 
der’s, Jewelers, Boulder, Colo. 





WANTED, LARGE USED clockmaker’s 
lathe. or small machinist’s lathe and 
attachments; must be reasonable; send 
description and price; will pay cash. 
Address “A., 6869,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED TO BUY, large sterling waiter 
22”, 24”, 26”, with handles, decorated 
or embossed edges; must be ounce 
price; quote weight, size, description 
and price. Address “M.B. 6877,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER’S LATHE and chucks, 
in serviceable condition, or damaged or 
worn if could be repaired reasonably ; 
write describing condition: will answer 
making cash offer. H. Hart, Box 96, 
Lancaster, Pa. 





FROM OUR EXPERIENCE in the retail 
jewelry business, we know that very 
often it is necessary to take silver, both 
flat and hollowware, in exchange; also 
know that the average jeweler has no 
outlet for this class of merchandise 
except to the refiner at old metal 
prices; we can use this class of silver 
and will pay much larger prices than 
the old silver value; send same to us 
for immediate cash offer. Julius Good- 
man & Son, 43 South Main St., Mem- 
phis, Tennessee. 








Watch Work for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WHEN YOU WANT better work done 
send it to Cooper’s Watchmakers to 
the trade; efficient mail service, 
48 W. 48th St., New York. 





HAIRSPRING VIBRATING by Swiss ex- 
pert; flat 60¢; Breguets $1; send balance 
wheel, balance bridge, stud and collet; 
quick service. Louise Chetelat, 3805 
Crescent St., Astoria, N. Y 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate: excellent references furnished; 
out of town accounts solicited; Holmes 
Protection, Haskel Melnick, 70 Fulton 
St.. New York. 


GUARANTEED watch repairing (ne 
cleaning machine), 
makers; promptest 
order will convince. 
Co., 55 East Washington St.. Chi- 
cago, Ill. 








Special Order Work anv 


Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SPECIAL ORDER WORK in platinum, 
gold, silver, fraternity jewelry, Masonic 
jewels; repairing; mail orders for steel 
dies. Henry Zinkand, 61 Beekman St., 
New York City. 





PENS REPAIRED FOR DEALERS, 
fountain pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SUBLET, SMALL ROOM; very good 
light in modern jewelers’ building. J. 
Berman, Room 706, 42 West 48th St., 
New York. 














LIGHT ROOM TO LET, suitable for de- 
signer, watchmaker, engraver or setter. 
Inquire Room 1102, 562 Fifth Ave., 
New York. 





WE DISMANTLE, MOVE AND INSTALL, 
jewelry factories. Krasilovsky, Safe & 
Machinery Movers, 139 Grand St., New 
York. CAnal 6-2500. We also buy and 
sell safes. 





MANUFACTURING JEWELRY SHOP 
for rent September first; five benches, 
all equipment ready to work; North- 
East light; office facilities, gas, tele- 
phone, light service inclusive. Feld- 
ee Room 700, 562 Fifth Ave., New 
York. 








Wanted To Rent 


Minimum Charge (25 words $1.50) 
Additional words, 5 cents a word 





WANTED; optical establishment would 
like space in leading jewelry store to 
open first class optical department; 
store must be in Massachusetts. Ad- 
dress “‘A., 6914,” care Jewelers’ Circu- 
lar-Keystone. 








PH#iscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Polachek, 
1234 Broadway, New York. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS! increase your ability 
through _i tthe highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Work”; circulars free. 
Walter Kleinlein, Waltham, Mass. 
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Window Box Office to Store 
(From page 124) 


Make them interestingly explanatory, with catchy head- 
lines, such as: 

“Just arrived!” 

“Arrived on the S. $. Normandie.” 

“10,000 Miles by Express.” 

“From the Old World.” 

“By the hands of old Connecticut Silversmiths.” 

‘Mysterious treasures from the depths of the Sea.’ 

“The hands of the Potter.” 

“Time Marches On.” 
and so on. And make those explanatory cards radiate 
“desire.” 

Just to review last month’s article, let us remember 
these things: 

1. Your window is the box-office to your store! 

2. Simplicity is the keynote of good display! 

3. Dramatize as much as you possibly can. 
ates interest in your store and boosts sales! 
Create windows of real interest. Some folks will 
not buy today—but keep them interested and they 
will come to you when in the buying mood. 

. Avoid straight lines of merchandise. 


It cre- 
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6. See that your backgrounds enhance the value of 
the article shown. 
7. Follow nature in your selection of colors—if you 


do, you can’t go wrong. 

8. And—be sure to have the goods you display in 
your window, prominently displayed inside the 
store. 


Auctions and Auctioneers 
By MaAnpE Lt E. Lewis 


Much has been said and written about “grind joints” 
which pose as authentic auction houses. There is no ques 
tion that they are a menace to legitimate auction sales and 
auctioneers of honor and reputation. These “grind joints” 
should be termed “pitch joints” and the men who operate 
them should be called “‘pitch men.”’ Their licenses should 
call for “pitch” work only, and they should not have the 
privilege of having an auctioneer’s classification. This 
would put them in a class by themselves, that of carnival 
men, and that is where they belong. 

The so-called “grind joints” should not be allowed to 
run at all, as deceptive as they are, and if they do run they 
should be licensed as such, and the origin of the merchan- 
dise they carry should be publicized with statements of 
how it originated and authentic authorization why it was 
being sold at auction, so that fake bankrupt merchandise 
could be checked up and not get by and fool the public. 
Legislation should be enacted to protect the public from 
these grind houses and their misrepresentation. 

In New York and in many other cities and towns 
throughout the country there are high class, honest auction 
houses as well as auctioneers, not only in the jewelry line, 
but also in real estate, textiles, furs, shoes, drygoods, fur- 
niture and general merchandise, who honor and wish to 
protect their profession. The so-called “pitch men” are 
a disgrace to them and a menace to society. The honest 
and legitimate auctioneer desires the respect and esteem of 
his fellow men just as the reliable merchant, reputable 
lawver, doctor, dentist or any other business or professional 
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man does. During the 30 years or more that | have con. 
ducted sales throughout the United States and Canada, in 
many instances I have been called back to the same city 
or town several times to conduct subsequent sales. I have 
always wound up the respective sale with the confidence 
of the community. The legitimate auctioneer aims to give 
everyone a square deal. ‘There is only one way in the 
auction business, the right way, and with the right way 
everyone is satisfied. 

In the jewelry trade, the reputable and established 
jeweler who puts on an auction sale to reduce his stock of 
merchandise or who wishes to close out his business js 
entirely safe and is sure to have satisfied customers when 
he engages a reliable and honest auctioneer who is known 
to the trade as such and who has a reputation. But he 
must be sure to do this. This type of auctioneer will al- 
ways do everything to guard his client’s and his own good 
name and also preserve the esteem of those who attend 
and purchase at the auction sale. 

Auction sales are an institution and have been handed 
down from ancient times. They have always been a legiti- 
mate and recognized method of liquidation, whether they 
sell stocks, bonds, real estate, railroad equity, jewelry, fine 
arts, drygoods, race horses or cattle. What is necessary 
with auction sales, as with any other line of business, is to 
keep the kernel of wheat separate from the chaff, the 
honest and legitimate auctioneer separate from the ‘‘pitch 
man,” and the “pitch joint” out of the legitimate auction 
business. It would be well to have legislation to this effect. 


Excellent Alphabet Monogram 


HE illustration herewith is an alphabet monogram, 
the work of George A. Shultz, a watchmaker and 
jeweler at 202 S. State St., Chicago. The idea is entirely 
original with Mr. Shultz and the work, which has been 





Alphabet Monogram 


on exhibition at his store for some time, has created a good 
deal of interest among his many friends and has caused 
much favorable comment by people who have had busi- 
ness in his establishment. 

It is made on a copper plate and took Mr. Shultz 
about six months to complete, working an hour or two 
a day. It presents a skilful arrangement of the alphabet, 
including the symbol of the word “and” in monogram 
form. 
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Buscu's Equip WITH 


Busch's know merchandising. They do millions 
of dollars of business yearly. They operate over 
a dozen stores. 


Small wonder that they come to Wolfsheim & 
Sachs for SHOWCASE TRAYS, DISPLAYS and 
BOXES. 


Busch's long ago discovered that with Wolfsheim 
& Sachs creations, the finest display of jewelry is 
assured. 


Other jewelers know that too. To list only a few 
recent installations, are: Mace Jly. Co., Kansas 


, as 
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Worrsueim & Sachs SHowcase Trays, Disptays & Boxes 


City, Donald's of Chicago, Klivans of Youngs- 
town, Gradwohl Jly. Co., Kansas City. 


Why not let us show you how to promote your 
sales through more advanced DISPLAYS and 
better BOXES? Our line includes equipment for 
large and small budgets—and our ART STAFF 
can quickly supply designs for special needs. Our 
designers are creating amazing new set-ups for 
windows and showcases, and You, as a progres- 
sive jeweler, owe it to yourself to investigate. 
An inquiry entails no obligation. Get on the 


road to better business by writing for our repre- 
sentative to call... NOW. 


Pictured is Busch's second and newest Chicago store opened June 30, 1937. Modern! 
Smart! Expertly arranged! Display equipment and boxes by Wolfsheim & Sachs 


WOLFSHEIM <_ SACHS 


R 


R A 


Manufacturers of Showcase Trays, Window Displays, Jewelry Boxes, etc. 


20 West 47th Street, New York, N. Y. 
Established 1888 


Visit our display at the National Association of Credit Jewelers 
Convention, Hotel Sherman, Chicago, Sept. 19th to 22nd. 











Oneida Community 
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SALAD O. 
FORKS t os 


Regular price $2.35 


r- > 0* ey the bo ae 


¢ $5.50 Saving A special value 


Tl \N a ~ ° 63 Piece Service for Eight ~ 50 
NS oon. \ . 
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¢ Protecto-Panes * Fade-Proof 
¢ Empty Boxes for Open Stock Selling 


ONEIDA LTD., ONEIDA, N. Y. 


*TRADE-MARKS 




















